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Check Your Cooling Plants! 
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Call 


HOT!-AND SOON! 
“PARAMOUNT 
ON PARADE!” 
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AS SALE 


CIRCUIT RECORDS CRASH, EARLY 


CAMPAIGN REPORTS INDICATE 


Reams of campaign reports pouring daily into the Home 
Office testify to the frenetic activity in the field as the first 11 
days of the Second Quarter Profit Drive come to a close. 


The boys are doing it! 


Earliest reports indicate bursting 


records all along the line. Campaigns, stunts, gags, oceans of 


MR. KATZ OUTLINES BRIGHT 


newspaper publicity, dynamic 
selling ads. Every money get- 
ting contrivance developed in 
the history of show business is 
being harnessed to this greatest 
profit stampede in Publix his- 
tory. Tieups galore! Real 


massed brain effort, the kind 


that sells tickets, sparkles 
from every one of the profusion 
of campaign reports which are 
now being carefully analyzed 


so that the entire circuit may 


benefit from them. 

Publix great war divisions 
are swinging into action with a 
vengeance. The men are eager, 


impatient, hungry for victory. 


“Some of my boys evident- 
ly intend to win this war in 
the very first battle,” de- 
clared J. J. Friedl, Director 
of the Seaboard Division, 
who has just returned from 
the field. “The fight is on 
and the enthusiasm in my 
various districts exceeds 
anything that I have en- 
countered in the past. I hon- 

_ estly believe that every man- 
ager in my division confi- 
dently expects in his heart to 
win a prize.” 
E. R. Ruben, Division Direc- 
tor of the Northwest Division, 
reports a similar enthusiasm 


(Continued on Page Two) 
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Important 


We find in many cases 
throughout the circuit that 
managers are returning to 
the division storehouses un- 
used portions of emergency 
tickets. 

Instructions have been is- 
sued that any and all tickets 
must be held in the theatre 
until a travelling auditor 
checks ticket stock, at which 
time the travelling auditor 
will issue instructions neces- 
sary to have the surplus 
tickets destroyed or returned 
to the warehouse. Ag 

In no case should theatre 
managers return tickets to 
the warehouse without in- 
structions from a travelling . 
auditor. 


J. H. ELDER. 
Director of Maintenance. 
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PROSPECTS FOR GRADUATES | 


Oe S-2Oe- OOo B+ Oo SO 2Os-O-+Oe-O-- Oo S02 SOc O-O- SOO Os @ 


—SAM KATZ . 


: , $ 
{ “I Want Everyone to 
give the utmost active ; 
; co-operation in raising $ 
; funds for the NVA Char- $ 
: ity Appeal!” 
: é 
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OF SCHOOL FOR MANAGERS 


“No one holds an important position in Publix who did not 
come up through the ranks of theatre operation,’ President Sam 
Katz told graduates of, the Seventh Session of the Publix Mana- 


gers’ Training School last week. 


“Having chosen this business and this company as a setting for 
your business careers,” said Mr. Katz as he began his address to 


‘PARAMOUNT 
ON PARADE’ 
IS NEWEST 
B.0. ACE 


Another sensational Para- 
mount money-getter unfolded 
before Publix and Paramount 


Home Office executives yester- 


day when “Paramount On Pa- 
rade” was pre-viewed. 
Competently produced as to 
its technicolor and stage ef- 
fects, the attraction presents 
all of Paramounts “names” in 
a neatly woven sequence of in- 
dividually outstanding enter- 
tainments, each of which is 
complete within itself, and all 
combining to make one over- 
whelming performance. 


Not a single dissenting voice 
was raised in any kind of critic- 


| ism, even among the most harden- 


ed ‘‘rebels’’ at previews. Every- 


| body agreed that Big Money will 
| be the box office return. 


Immediately after the pre- 
view, A. M. Botsford, General 
Director of Advertising .and 
Publicity called all his Publix 
selling forces into a meeting, 
and demanded from each, a 
selling campaign for the at- 
traction. From all the contri- 
butions, and those made by the 
Paramount production and. 
sales forces, will be developed 
Publix plans to prepare the 


. public in advance for the great — 


forthcoming treat. = 


the 29 graduating managers, “I 
want to tell you why I think you 
have chosen wisely. 


“Only one man in a field ex- 
ecutive job with Publix came 
‘from outside the company, and 
even this man had been inti- 
mately associated with us for a 
period of years. There is no- 
body holding an important posi- 
tion in Publix who has not 
come up through the ranks of 
Publix. The tape is up for you 
men, and the man who runs the 
best race is the man who will 
come out ahead. Publix re- 
ligiously adheres to its policy of 
promotion from within. 

“This company has grown 
rapidly in the past four years, 
and in my opinion this growth 
is just a foretaste of the posi- 
tion to which we will rise with- 
in the next four years. This 
means more and better jobs in 
the field and in the home office. 

“We will grow just as fast as 
you will help us grow; we will 
‘enlist more capital as fast as 
we justify enlisting it. You 


(Continued on Page Three) 


BANCROFT’S LAST 
A SELLING CINCH! 


“The box office record breaker 
for the second quarter,’”’ is. the 
way Home Office executives ex- 
pressed their, re-action at a pre- 
view of the latest Bancroft smack- 
er, ‘‘Ladies Love Brutes.’’ 

“The picture is perfect from 
every possible angle,’’ declared 
William Saal. ‘‘The story of the 
two-fisted steel worker who fell 
in love with a beautiful society 
girl, and his amusing difficulties 
in crashing into the four hundred, 
will appeal to audiences of every 
type. Casting and direction is 
superb. Fights, dramatic thrills, 
emotional flashes sure to bring 
thrills. Belly-laugh comedy, ro- 
mance, human touches and George 
Bancroft —- mightier, funnier, 


stronger than ever—are sure to 


start an 


immediate box-office 
stampede.” “ 


THRILL ENTERTAINMENT’ ORDERED 
ANT ON BYRD FIL 


DON'T LET NEWSPAPERS GIVE 
WRONG IDEA OF PICTURE, 
IS BOTSFORD’S WARNING 


Because of the tremendous national publicity which the Byrd 
Antarctic expedition has received and will continue to receive, A. 
M. Botsford, General Director of Advertising and Publicity for 
Publix, has issued a circuit-wide warning against the danger of 


CHECK COOLING 
PLANTS NOW 
FOR SUMMER 


With the coming of Spring 
and the hot summer months fol- 
lowing closely after, David J. 
Chatkin, General Director of 
Theatre Management, called for 
a general inspection of all cool- 
ing and air conditioning plants 
in theatres to insure the perfect 
functioning of this apparatus 
during the warm weather period. 

“Negligence at this time to 
properly inspect and correct de- 
fects,’’ declared Mr. Chatkin, 

“may result in unnecessary in- 

terruptions during the cooling 

season. This must be avoided. 

A hot, stuffy theatre is the 

greatest hazard to business dur- 

ing warm weather, and one 
which was first successfully 
combatted by Publix with the 
installation of cooling systems. 

Since then cool and comfort- 

able theatres in summer have 

remained one of the lasting sell- 
ing points of Publix, a feature, 


(Continued on Page Two) 
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? N.V.A. DRIVE 
‘FLASH’ CARDS 


Theatres desiring some of 
the 40,000 lithographed 
‘flash’? cards to hang under 
the canopy during the NVA 
Drive, April 26, can get 
them free by ordering the re- 

’ quired quantity from Divis- 
ion Warehouse. 

The cards will be available 
ateach of thefollowing ware- 
houses: Chicago, 408 North 
Ashland Avenue; Minneapo- 
lis, 1313 Hawthorne Street; 
Boston, 104 Brookline Ave- 
nue; Atlanta, 57 Ellis Street, 
N. E.; New Orleans, 1401 
Tulane Avenue; Dallas, 2024 
Jackson Street; Des Moines, — 
510—12th Street; New York 
Warehouse, 141 E. 25th 
Street. ae 
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permitting the newspapers to “‘steal the 
herald it as a scientific or historical film. 
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parade” on this picture and 


Entertainment is the copy 
and sales keynote to be struck 
by all theatres in selling the 
pene according to Mr. Bots- 
ord. : 


The two Paramount Byrd 
cameramen, Joe Rucker and Wil- 
lard Vander Veer, landed in New 
York last week with more than 
150,000 feet of exclusive film on 
the great adventure, which Para- 
mount will release throughout 
the country during the week of 
June 21st, under the title of 
“With Byrd at the South Pole.” 


Emanuel Cohen, Editor of Par- 
amount News, which is sponsoring 
the Byrd feature film, has ar- 
ranged for co-operation with the 
managing editors of all newspa- 
pers which carried the N. Y. 
Times syndicate dispatches. These 
editors have been invited to 
New York to see the first showing 


(Continued on Page Three) 


29 GRADUATES 
ASSIGNED 10 
NEW POSTS 


Assignments of the 29 men who 
attended the seventh Session of 
the Publix Managers’ Training 
School were announced last week 
by Jack Barry, Director of Per-' 
sonnel, as follows: 


Clarence Batter, Rapides 
Theatre, Alexandria, La. | 

(B. Cobb, Publix-Balaban & 
Katz, Chicago. 

Ben M. Cohen, Paramount, 
New Haven, Conn. 

R. Cox, Publix-Balaban & 
Katz, Chicago 
' Robt. Cullinane, Georgia, At- 
lanta. ‘ 

Adolph Eichenberg, Denver, 
Denver. : Met 

Dan J. Gilbula, Allyn, Hart- 
ford, Conn. 

Elmer Hecht, Isis, Pensacola, 
Fla. 

Perry Hoefiler, 
Quincy, Ill. 

Theo. M. Horowitz, Barda- 
von, Poughkeepsie, N. Y. ° 
. John Joneck, Rivoli, 
York City. : - x 

R. Koch, Publix-Balaban & 
Katz, Chicago. 


. (Continued on Page Three) Z : 


Orpheum, 


New 


CONTEST SPUR 


PUBLIX OPINION, WEEK OF APRIL 111x, 1930 


S SHOWMEN TO ACTION! 


ENERGY DIRECTED TOWARD 
CASH PRIZES WILL PUSH 
GROSSES TO NEW MARKS 


Although it is too early, 


as this issue of Publix Opinion goes to 


press, to reveal any results of the first week of operations in the 


Second Quarter, one 


thing is definitely established by the reports 


which keep coming in from all sections of the circuit, and that is 


that all the optimism which has 
prevailed in the Home Office 
during the past few weeks was 
fully’ justified. The Second 


Quarter Prize Contest is off with, 


a bang. ‘The thorough prepara- 
tion, the painstaking care with 
which campaigns have been laid 
out, the ‘enthusiastic determina- 
tion to win, which have been evi- 
denced in every quarter, are 
showing in the results. 

“We've got the ammunition 
and we’ve got the gun,” said 
Executive Vice-President» Sam 

~Dembow, Jr., in commenting on 
some of the wires received, 
“and the boys are evidently 
shooting straight! The product 
available to our theatres is an 
all-important factor in this con- 
test; and the product is there! 
We knew we had a great line- 
up of pictures when we prom- 
ised our theatre managers that 
they could expect a succession 
of absolutely dependable at- 
‘tractions of audience appeal, 
and we are more than making 
good our word. 

“When Mr. Saal, at the Chi- 
cago Convention, reviewed the 
available product for the bene- 
fit of those assembled, a num- 
ber of these attractions had not 
been previewed. I refer espe- 
cially to our own Paramount 
pictures. One by one we have 
reviewed these pictures since 
that time, and our expectations 
have been more than exceeded 
by the productions that have 
been revealed upon the screen. 

Best. Product Yet 

“It is easily understating the 
truth to say that never before 
in any Second Quarter have the 
Paramount studios sent us 
product in any way comparable 
with that which we are playing 
now, and will play in the suc- 
ceeding three months through- 
out the circuit. 

“The Big Pond,’ which I 
saw last night for the first time, 
is a splendid example of this. 
In neither of his preceding pic- 
tures has Maurice Chevalier 
been presented to the public in 
a subject of such outstanding 
audience value as in this pic- 
ture. Here Chevalier is close to 
the people, close to the hearts 
of his audience, understandable 
cand lovable as never before. 

“Young Man of Manhattan’ 
4s another instance. Here is a 
splendid attraction of strong 
“box-office appeal concerning 
which a few weeks ago we knew 
little other than the promises 
_of the producing unit: now we 
‘know the picture really is of 
-strong appeal: and a desirable 
and dependable unit in our sec- 
ond quarter booking. 

April Winners 
' “Pook at the _ highlights 
-which we have booked for April 
—Buddy Rogers in ‘Young 
Eagles’; William Powell in 
“The Benson Murder Case’; 
Richard Arlen and Mary Brian 
in ‘The Light of Western 
Stars’; George Bancroft in ‘La- 
dies Love Brutes’ and last and 
greatest of all, ‘Paramount on 
Parade’; these all being Para- 
mount pictures. And among 
the product from other pro- 
ducers — Joan Crawford in 
‘Montana Moon’; Gaynor and 
Farrell in ‘High Society Blues’; 
William Haines, Marie Dressler 
and a strong cast in ‘The Girl 
Said No’; and ‘The Rogue Song.’ 
Certainly this is an impressive 
showing of the leading pictures 
which we have booked for April 
and everyone of which we have 


CIRCUIT RECORDS 
CRASH PREDICTED 


(Continued from Page One) 
and activity in his sector. 
“Quota Club,” “Know Your 
City Drive,” “Gold Getters 
Contest,” these are only a few 
phases of that terrific deter- 
mination, manifested in all dis- 
tricts of that division, to be in 
on the prize money distribu- 
tions. 

Complete accounts of the ac- 
tivities of these two divisions 
will be found on this page. Re- 
ports from other divisions will 
be given in future issues of 
Publix Opinion. Also on this 
page, appears Mr. Dembow’s 
resume of the product for the 


|coming period which repre- 


sents the most important fac- 
tor in this contest. 

“We've got the gun,” said 
Mr. Dembow, — “our finely 
organized and administered 
group of theatres from coast 
to coast. We also have the 
ammunition — attractions of 
audience and box-office ap- 
peal without question and 
beyond compare. Let’s go 
after big game. With such 
artillery as this, and with 
the markmanship our prac- 
ticed showmen are display- 
ing, it’s just as easy to shoot 
a lion as to shoot a rabbit!” 

a TS A SS SS SST 
seen and know its worth. 

“The stury for May is just as 
good or better: Chevalier in 
‘The Big Pond’; Gary Cooper. 
in ‘The Texan’; ‘Dr. Fu Man- 
chu’; ‘Young Man of Manhat- 
tan’ with Claudette Colbert and 
a strong cast; Nancy Carroll in 
‘The Devil’s Holiday’, another 
picture concerning which we 
were previously largely unin- 
formed, but which now from 
actual previews we know to be 
a strong attraction; Clara Bow 
in ‘True to the Navy’, all of the 
foregoing being Paramount 
product. To these we should 
add the outstanding product of 
other producers, such as ‘Hold 
Everything,’ and Al Jolson in 
‘Mammy.’ All of these are 
booked for May, and a search 
through the records of the past 
will reveal no such list of peak 
pictures previously so booked in 
the history of our operations. 

Friedl’s Set-Up 

That the various divisions are 
organized for the Second Quarter 
Prize Contest, as never before, is 
being evidenced as the returns 
come in. J. J. Friedl, Director of 
the Seaboard Division, conducted 
a painstaking campaign of prepa- 
ration throughout his territory in 
order to be assured that this very 
result would be attainea. Imme- 
diately following the Chicago Con- 
vention, he took to the field accom- 
panied by ‘his divisional booker, 
Mr. Tracy Barham, and his divi- 
sional ad man, Mr. George Planck. 
District meetings were held at the 
following centers in the Division; 
Atlanta, Jacksonville, Tampa and 
Miami. At each of these focus 
points, theatre managers and dis- 
trict officers from all nearby points 
were brought in and the same pro- 
cedure was followed. 

First the field man received a 


resumé of the outstanding features 
of the convention just concluded in 
Chicago. Then the set-up of prizes 
was announced, and finally, the 
available product was discussed. 
This was followed by individual 
meetings with each individual the- 
atre manager in which his indi- 
vidual operation was reviewed and 
his bookings set, with the mana- 
ger having all possible say-so in 
every case, due respect being given 
of course, to commitments and 
other matters of campaign policy. 
Model Campaigns 

Then another general meeting 
was called. The men were reas- 
sembled and all parties participa- 
ted in a discussion which resulted 
in the planning of a number of 
“master campaigns’ designed to 
serve as a model for the presenta- 
tion of the pictures affected in 
every town in the district. These 
“master campaigns” outlined with 
all possible detail definite selling 
plans for the following pictures: 
“The Rogue Song,” ‘Light of 
Western Stars,’ ‘“‘Ladies Love 
Brutes,”’ “Hold Everything,’ and 
“Paramount on Parade.” 

The campaigns on these pic- 
tures were worked out with the 


cooperation and assistance of all 


present and covered the selling 
points, the angle or direction 
which the campaign was to take, 
type of lobby display to be used, 
newspaper publicity and newspa- 
per advertising, trailers, both copy 
and dates on which to use the 
trailers, and a sufficient number of 
exploitation stunts on each picture 
to allow every manager the choice 
of two or three for his locality. 

The managers left the district 
meetings taking with them a thor- 
ough familiarity with each of these 
“master campaigns,’ which cam- 
paigns will be followed out in 
complete detail in every theatre in 
the division wherever the particu- 
lar keynote attraction affected is 
played. 

The result of this careful and 
definite planning, is already ap- 
parent even in the first few days 
of operation in the figures being 
received at the Home Office from 
various theatres in the Seaboard 
Division. 

Ruben in Action 

Up in the Northwestern Divi- 
sion, with Minneapolis as cam- 
paign Headquarters, E. R. Ruben, 
Divisional Director, unlimbered 
his guns and swung into action 
immediately following the Chicago 
Convention. Here, the ‘‘quota 
club” has come into being as a re- 
sult of the ‘“‘Go-ld Getters Con- 
test,”’ which has just elosed and 
in preparation of the campaign for 
the Second Quarter Prize Contest 
which has just opened. 

This “Northwest Division Quota 
Club” has for its membership, 
managers, who have exceeded 
their quotas over a three months 
period and has for its slogan ‘‘Ace 
Merchants of Entertainment.’”’ The 
quota club is, however, only one 
element of the outstanding plans 
which have been put into execu- 
tion in order to engender enthu- 
siasm and guarantee results in the 
Northwest Division. Here a drive 
within a drive is in progress. For 
this purpose the entire stretch of 
the second quarter has been di- 
vided into three drive periods, the 
first two being of four weeks dura- 
tion and the last a five week per- 
iod. 

Many Extra Prizes 

In order to keep the interest up 
all through the second quarter, 
various classes of prizes will be 
awarded, Mr. Ruben giving each 
week a token prize to the individ- 
ual theatre manager showing the 
largest increase over quota for 
that week. Mr. M. J. Mullen, Di- 
vision Manager, will award a prize 
each month to the district mana- 
ger whose district shows the great- 
est increase over a four-week per- 
iod. Mr. Harold Finkelstein will 
award a prize to the theatre man- 
ager showing the biggest aggre- 
gate increase over his quota in 
each of the three monthly periods. 

The district managers—not to 
be outdone, have chipped in $25 
each into a pot which will be di- 
vided into first, second and third 
prizes to be awarded in each of the 
monthly periods to the district 
manager whose single theatre 
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shows the greatest aggregate in- 
crease over quota during that 
period. 

Special June Drive 

In addition to the above, the 
Northwest Division has organized 
very thoroughly for the month of 
June a parallel of its ‘“‘Spring 
Trade Drive’ in which thoroughly 
worked out contacts with indus- 
trial civic, social and merchant or- 
ganizations will be the mainspring. 
This is to be known as the “Know 
Your City Drive.’’ In its opera- 
tion, organizations will be selected 
in each town for purposes of con- 
tact with the theatre. 

These organizations may be a 
leading merchant, a civic society, 
such as the Rotarians or Kiwanis 
Club, some industrial plant, and 
so on. Enough such contacts will 
be made to insure the theatre con- 
ducting the “Know Your City 
Drive,’ in each town having at 
least three such organizations in 
participation each week during 
June, a total of twelve such con- 
tacts during the month. Short si- 
lent-film pictures of about 500 feet 
length will be made of the person 
or plant or other interesting mat- 
ter pertaining to each of these con- 
tact organizations, such pictures 
being paid for by the organization. 

Co-operative Ads 

In addition, the theatre will 
make film of prominent individ- 
uals, civic officers, social leaders, 
industrial leaders»in each town. 
The three organization films plus 
the theatre-made personality foot- 
age, will be welded into a single 
film which will be run at the thea- 
tre for one week during June—the 
twelve contacts for the month in- 
suring four such separate films be- 
ing run in the four respective 
weeks in that month. 

Each group of three contacting 
organizations will also sponsor 
and engineer two pages of coopera- 
tive advertising to be published in 
the local newspaper during the 
week the film is being presented at 
the theatre. , 

It is easy to see the local inter- 
est which will be engendered in 
every participating town by this 
“Know-Your-City-Drive.”’ The pa- 
tronage-pulling effect of. such 
splendid cooperation should be 
considerable and should greatly 
assist the entire Minneapolis Divi- 
sion to wind up its last month of 
the Second Quarter Prize Contest 
with a substantial showing of 
“profits over quota.” 


New Switchboard 
Gets Attention 
in Lobby | 


Learning that the telephone ex- 
change was installing a new type 
of switchboard, Harry K. McWil- 
liams, publicity director of the 
Palace, Dallas, engineered a tie- 
up which provided a unique live 
lobby stunt. 


Procuring a small switchboard 
and an attractive operator from 
the exchange, McWilliams rigged 
the board up in the lobby with a 
floor button. Working this but- 
ton with her foot, the operator 
would ring the switchboard, then 
answer,imaginary questions about 
coming attractions. Interested pa- 
trons were continuously clustered 
about, getting an earful. 

Other lobby ideas utilized were 
a racing car with ‘“‘Burning WD; 
in which cutouts of Arlen and 
Brian were posed in the seats; an 
automatic typewriter controlled 
from the checkroom, writing. vari- 
ous messages about coming attrac- 
tions; a bakery tie-up, giving out 
samples of devil’s food cake on 
“Devit May Care”; and musical 
entertainment furnished by Alex 
Keese, musical director, and mem- 
bers of the orchestra. , 

At the Melba Theatre, tea and 
coffee are served on the mezzanine 
as the result of a permanent tie- 
up. A radio show was the lobby 
attraction for a week recently. 


CHECK COOLING 
PLANTS NOW 
FOR SUMMER 


(Continued from Page Case 
more than any other which is 
associated with a Publix thea- 
tre. The manager who by care- 
lessness or procrastination per- 
mits himself to be caught un- 
prepared when the hot weather 
breaks, is striking a blow at 
one of the basic foundations of 
Publix success.’’ 


Make Survey Now 

“In order that there be no 

slip-up due to oversight or neg- 
ligence, every manager must 
make a minute survey NOW of 
the Cooling or Ventilating sys- 
tem together with his operat- 
‘ing engineer, to determine, if it 
has been completely overhauled, 
cleaned and ready for use. In 
Publix Opinion, week of Janu- 
ary 17th, 1930, detailed instruc- 
tions were issued by the Main- 
tenance Department covering 
the work to be done in connec- 
tion with the cooling and ven- 
tilating systems, giving the vari- 
ous types of machines used in 
our theatres and what must be 
done with each type so that this 
equipment might be in good 
operating condition for the com- 
ing cooling season. 

Go over that article carefully 
and see that everything advocat- 
ed there has been done. If not, 
see to it that it is done at once.” 
J. H. Elder, Supervisor of Main- 

tenance, submits the following 
list of high spots that should be 
looked for in making this inspec- 
tion: 

1. Is the cooling system free 
from leakage? 

2. Is there a sufficient supply 
of refrigerant and oil on hand to 
fully charge the refrigerating 
unit? 

8. Are motors, starters or 
other electrical apparatus thor- 
oughly cleaned and lubrication ap- 
plied where necessary? 

4. Have cooling towers, spray 
ponds, humidifiers, air washers, 
condensers, coolers, ducts, evap- 
orators, fan, etc., been thoroughly 
eleaned and painted where neces- 
sary? 

5. Are dampers and regulators 
adjusted? Are recording instru- 
ments, controlling devices, press- 
ure or vacuum gauges properly 
calibrated? 

6. Are there extra emergency 
parts on hand, particularly for 
electrical equipment, such as re- 
sistance tubes, fuses, carbon or 
copper contacts? 

7. Is the equipment adequately 
painted to prevent erosion, and is 
the room in which the equipment 
is located, free from rubbish, de- 
bris or dirt? 

8. Is ‘Publix Water Treat- 
ment”? being applied in accordance 
with instructions issued for cool- 
ing plants? _ 

9. Does the man in charge of 
the operation of this equipment, 
thoroughly understand how to ob- 
tain the most satisfactory results? 
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REPORT PRAISES 
GINGER ROGERS 


“Ginger Rogers a find!” 
is the enthusiastic exclama- 
tion of District Manager My- 
ron Shellman contained in 
his telegraphic report on the 
preview of “Young Man Of 
Manhattan’ which was for- 
warded to Mr. Sidney Kent 
by Executive Vice President 
Sam Dembow Jr. Mr. Dem- 
bow declared that he has 
heard similar favorable com- 
ments on this picture from 
others who have seen it. 

“Previewed Young Man Of 
Manhattan tonight,” wired 
Shellman. “Picture has every- 
thing. Colbert and Ruggles 
excellent and Ginger Rogers 
a find. Audience enthusias- 


tic about this one.’’ 
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ENTERTAINMENT 1STORM PROVES 
SALES - SLANT SHOWMANSHIP 


ON BYRD FILM IN INDIANA 


““A good seaman is discovered in 

(Continued from Page One) bad weather,’ asserted Division 
of the picture during the latter Manager M. M. Rubens in address- 
part of May. The newspapers in- ing a group of his managers last 
cluded in this list are: 


week. ‘During the severe bliz- 
belie | zard in Northern Illinois and In- 
. Milwaukee Journal, Los An- i 
geles Times, Sacramento Union, © pene De ned &Yoky ee) ae 
San Francisco Chronicle, Wash- 


ALL DISTRICT MANAGERS! 


Regarding the NVA Drive for funds, with which Publix is to cooperate 
100%, as per instruction from Mr. Katz and Mr. Dembow, the drive takes place 
ihe week of April 26. If your week begins Monday it will be the week begin- 
ning April 28. Publix theatres, regardless of classification, have pledged them- 
selves to make collections from the audiences for the benefit of sick and disabled 
actors, during this week. These collections will have to be made for a few min- 


to observe the manner in which 
our managers in the field func- 


3 tors, school teachers ana promi- showing will be held at the Audi men are going to write your ciate what a catastrophe can be : 

a t citi The thi to guard torium, Washington, D. C., on EiOgea lie carcloadriags: “Ih you Raleigh, N. C. 

3 nent citizens. “The thing.10 & June 9. This will be a gala event| Own story, and the company © Gare you | — #H. B. Lyons, Dept. of Front 
: against is any indication that the | jn honor of Admiral Byrd at which will subscribe to any story you Mant tO be kind to me, pevel House Operation. 

o above Leap ey Leeper aoa your |ihe intrepid aviator will be dec- write. Let’s hope it’s a good =e seat of, that. George Mahoney, Princess, 
Sg eRe fh a YOu | orated. It is expected that Presi-| ©?® ug Don’t let me hear of a man | Joliet, Ill. 

: ne give 3 em the rhe es ye dent Hoover and a number of im-; % No Politics Here. who doesn’t take every possible D. M. Merritt, Strand, Birm- 
4 -vitations an accommo ations, 1 portant government officials will : I take pride in one more precaution to safeguard the ingham, Ala. 

: you have a preview. be present. thing. I think this company is lives of the thousands of women E. A. Patchen, Rialto, Den- 
+ devoid of politics. I know of and children who crowd our ver. : 


this picture in your city. You] -; : 

; “| pieture will be released generally | one in the field whose perform- ence and maturity do not justi- 

P Beil be Dee ea ipalen th ee throughout the country during the| ance hasn’t entitled him to the | fy such a trust. That is your So oe oteaa se Strand, 

; week of June 21. promotions he has received. greatest responsibility, and my Edgar H. Simonis, Publix 
. » : - 
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ington Evening Star, Atlanta 
Journal, Des Moines Register, 
Louisville Courier Journal, Bal- 
timore Sun, Boston Globe, Min- 
neapolis Journal, St. Paul Dis- 
patch, Kansas City Journal 
Post, St. Louis Post Dispatch, 
Omaha World Herald, Buffalo 
Evening News, Cleveland Plain 
Dealer, Youngstown Vindicator, 
Oklahoma City Times, Portland 
Oregonian, Philadelphia Bulle- 


tin, Columbia, S. ©. State, for a benefit during that week. other things that may tend to 
+1 4 > 

cesnpgne Times, Dallas ; : : ; ° dampen ardor, are the ones who 

imes Herald, Fort Worth, The NVA Fund Committee will supply Publix Theatres with 40,000 hanging will go far with Publix 


Star Telegram, Seattle Times, 
Huntington, W. Va. Advertiser, 
Tulsa Tribune, Richmond News 
Leader, Tampa Tribune, 
Greensboro, N. C. Record, Du- 
luth Herald, Toledo Blade, 
Pittsburgh Post Gazette and a 
large number of foreign papers. 


“Naturally these papers are tre- 
mendously hopped up on this pic- 
ture,” declared Mr. Botsford, “so 
much hopped up that they would 
like to get hold of the film and 
present it under their own aus- 
pices. 

Watch Newspapers 

“What we have to guard against 
is that the paper of this group 
which is in your town does not 
steal the parade on this picture, to 
the detriment of our association 
with other newspapers in your 
city, At the same time we want 
to lend every cooperation to the 
above paper in the publicizing and 
exploiting of the picture when it 
comes to your city, approximately 
June 21. 


“There should be no preview 
showing given under the auspices 
of the above paper alone. If you 
have a preview showing it should 
be open to all newspapers, educa- 


“The editor of the above paper 
will get in touch with you in con- 
nection with the publicizing and 
arrangements for the showing of 


over with, the paper, but these 
plans should not be made exclu- 
sively for this paper but should in- 
clude any papers in your city. 


Thrilling Entertainment 

“Another thing to guard 
against is the labeling of this 
picture as educational or his- 


torical. It is pure entertain- | plain it. Although the picture is’ “Bach manager is as familiar 
ment, thrilling, romantic, abso- | authentic in every detail and, con- organized to serve the men in with his theatre’s finances as heh, aE Welas Uptown 
lutely unique entertainment | sequently, tremendously valuable| the field, and to help make your if the house were his own prop- Citeanes Mass rigs: , 
and should be labeled as such. | from a scientific and educational efforts fully productive. | Here | erty, He knows its value, be- eS (Weer ae a 
: ; i int, i 2 our experiences s 
ere will be a national cam- view point, it was taken from be- || we assimilate y , cause he knows the _ fixed | Seventh Se * ’ 
Scar , ginning to end with the entertain- study the solutions you apply to | charges. And he knows every | School Hepes ‘peak Samat 


paign put out from New York in 
your newspapers in your town on 
this picture. Of course the pic- 
ture will receive tremendous pub- 
licity coincident with the arrival 
of Byrd in New York and Wash- 
ington and all the hullabaloo that 
will come up in connection with 
his return from the South Pole. 
All this publicity may miss the en- 
tertainment angle of this film, 
therefore the advertising should 
take on the entertainment dress 
necessary to convince the public 
that this is more than a historical 
film. 


“We will get lists of the nation- 
al advertisers who have supplied 
material for the Byrd BPxpedition. 
You may be able to arrange CO- 
operative sections in the newspa- 
pers with these advertisers or with 
the local merchants who stock 
the goods manufactured by these 
advertisers. Also displays in win- 
dows of local merchants who han- 


utes between shows. 


“Actors Jubilee 


for use. 


dle the goods which were sup- 
plied for the Byrd Expedition. 


“Naturally the school children 
angle will occur to you at once. 
School children special matinees 
should be held on a Monday after 
the picture opens. Let’s get the 
first appeal, however, to the adult 
public. 

“More details about this pic- 
ture will be furnished later.” 


Washington Showing 
After the special preview for 
newspaper men, scheduled for 
about May 24, the first public 


The regular premiere of the pic- 
ture will be held at the Rialto 
Theatre, New York, on June 12th. 
It will be a de luxe opening. The 


The picture starts with a talk 
by Byrd. During the climactic 
scenes of the film, which is syn- 
chronized as to sound effects and 
music, the voice of a lecturer 
(either Byrd himself or someone 
with a trained dramatic voice), 
will accompany the action and ex- 


ment idea in mind. It is a thrill- 
ing story, that starts from the be- 
ginning, goes through a regular 
sequence and then ends, being 
packed with more color, thrills, 
romance, adventure and drama 
than usually go into a dozen studio 
made pictures. 
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NOTICE ! 


: 
Ballyhoo records on | 
“Vagabond King” are ; 
now available at a cost of : 
60 cents each. Write to : 
L. L. Edwards, Home Of- : 
fice Advertising Depart- 


ment, for them. 
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effect. These will be supplied free and will be sh 
houses so that each theatre can order up to 100, ea 


In some localities managers have been appointed to get together with other 
theatrical executives to arrange for midnight benefits for this fund. 


There will be supplied to the major theatres a trailer speech 
Ruggles, which is a solicitation to the audience for contributions. 
is to run immediately preceding collections. 


The week will be known as “Actors Jubilee Week” and there should be no 
indication in the advertising concerning the fact that there will be a collection 


by Charles 
This trailer 


tioned under adverse conditions. 
From the results tabulated at the 
end of the week and from personal 
observation of the way in which 
managers refused to be discourag- 
ed, it gives me great pleasure to 
tell you that we are highly appre- 
ciative of your efforts. 

“Hair weather showmen are 
plentiful, but men who _ keep 
pounding away enthusiastically, 
regardle8s of the elements or 


lithograph cards for decorating the marquees and lobbies, which read — 
Week. Come this week for best shows,” or something to that 
ipped to our various ware- 
ch of these cards. — 


A little later I will send out a press sheet with some publicity stories and 
mats, about this drive, which you will please turn over to the proper parties 
Further details later. 


A. M. BOTSFORD 


Director of Advertising 


MR. KATZ TELLS 


GRADUATES OF 
PROSPECTS 


(Continued from Page One) 
show us by your performance 
and monetary returns that the 
dolldrs have been well spent 
and we will immediately invest 
that much more money. You 


none, and I don’t think I will 
know of any. We have a fine 
lot of fellows in our executive 
personnel. I can’t think of any- 


“Our business is only as good 
as you men are going to make it 
when you get into the field,” Mr. 
Katz continued. ‘Your efforts, 
combined with those of the mana- 
gers already there, will determine 
the extent of our prosperity. 


“We in the home office are 


your problems, and separate the 
good from the bad. Our service 
includes dissemination of the 
good material to everyone in 
the field. After spending three 
months in New York, and hav- 
ing been successful in finding 
home office executives at their 
desks at all hours, I am sure 
that you know we put in long, 
hard hours in discharging our 
obligations to you. You can be 
convinced that this business is 
not being run from a golf 
course. 
Need High Pressure 

“This is a high-pressure busi- 
ness, and the dollars and cents 
we make reflect the pressure 
applied. Our stock in trade is 
exhausted each twenty-four 
hours, and we cannot hold it 
over for renewed effort the next 
day. You men will find it nec- 
essary to put in long hours, for 
your accomplishments in the 


Bie te ae re 


field will be determined by the 
amount of energy you expend. 
There are good managers and 
bad managers, and I have found 
that you can judge them very 
quickly by the amount of work 
they do. 

“Being a theatre manager,” 
continued Mr. Katz, ‘‘is a great. 
responsibility. There is only 
one thing I worry about in my 
position. I don’t worry about 
the company’s finances or fu- 
ture, for they are assured. I 
do worry about the man in the 
field who may be negligent, the 
man who doesn’t fully appre- 


theatres daily, who thoughtless- 
ly goes out to dinner and leaves 
a theatre full of patrons in the 
hands of someone whose experi- 


greatest responsibility. 

““A gecond responsibility is 
your own character. No com- 
pany is better than the charac- 
ter of the men composing it. 


Partners of Publix 
“Our business is conducted 
openly,” concluded Mr. Katz. 


financial detail from that point 
on. We supply the capital, and 
that is the only way in which 
your job differs from running a 
theatre of your own. We turn 
over a property to you and 
everything that goes with it, in- 
cluding community and civic 
-responsibility. In return for 
this, we ask you to have that 
same confidence in us, and be- 
lieve that we are the best 
friends you have, your part- 
ners.” 

Jack Barry followed Mr. Katz, 
and paid a glowing tribute to EI- 
mer Levine, Director of the Mana- 
gers’ Training School, and his as- 
sociates, Henri Schwartzberg and 
Al Shear. 


“JT can unhesitatingly say that 
this is the best of the seven 
classes to graduate from the 
Publix Managers’ Training 
School,’ said Mr. Barry. “Tt 


“T have carefully gone over 
the plans sent you for the Second 
Quarter Prize Contest, and I am 
enthusiastic over the many novel 
exploitation and merchandising 
suggestions, which are set up in a 
very comprehensive manner. In 
addition to the natural desire to 
obtain the greater share of the 
prize money, here, too, we have 
an obligation to use every effort 
in our power to make the second 
quarter outstanding in the history 
of show business. 

“T have assured the Home Of- 
fice,’ concluded Mr. Rubens, ‘“‘that 
our men in Illinois and Indiana 
will deliver, and from my experi- 
ence during the blizzard, I am con- 
vinced that we have sufficient good 
seamen to bring in a shipload of 
satisfactory results. 


29 GRADUATES 
‘ASSIGNED TO 
NEW POSTS 


(Continued from Page One) 
H. TT. Lashley, Palace, 


Wm. H, Quigley, B. & K. Ad- 
vertising Dept., Chicago. 

Roy H. Rowe, Strand, Spart- 
anburg, S. C. 


Saenger, New Orleans. 

Jules L. Slater, Washington 
St. Olympia, Boston. 

Mitchell Smith, Rivoli, New 
York City. 

J. F. Thames, Saenger, Vicks- 
burg, Miss. 

Chas, H. Weinberger, Brook- 


prior to the end of the course. 
These men were: 
J. R. Fraser, Eastman, Ro- 
chester. 
Joseph Klein, 

Gardner, Mass. 

John Krier, Columbia, Dav- 
enport, Ia. 

Next session of the Publix Man- 
agers’ Training School will open 
on Monday, April 14th, with 35 
men in attendance. This is the 
largest group assembled for any 
session of the school since its in- 
ception; all were chosen from the- 
atres of the circuit on the basis of 
past performance. 

BE EONS SE TSE RAS eS Pee Son 
seems to me that I have said 
that at the conclusion of each 
session. This class seems to be 
better qualified and shows more 
promise than any other. This 
is evidenced by the importance 
of the assignments given you!” 
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HAYS OUTLINES PICTURE SIGNIF ICANC 


IN NATION-WIDE RADIO TALK 
HE FORECASTS UNIVERSAL 
PROGRESS AND WORLD PEACE 


The following is the text of the speech by Will Hays. 


Today’s motion picture is really yesterday’ S. 


today’ S. 


‘Tomorrow’s is 


That. underlying necessity for speed and for freshness of ap- 
peal affects every operation of the 325,000 men and women who are 
directly employed in the United States in motion pictures. 


This industry is at once an art, a science and a business. 


three elements must fuse, undet 
high pressure, into a product 
which is ever new. That prod- 
uct must consistently be able to 
lift the human being out of his 
fatigues and rebuild him with the 


magic of entertainment. 

_ Variety is more than the spice 
of life. Variety is life itself in 
the successful ministration to the 


entertainment needs of the 115,- | 


000,000 Americans who attend 
motion pictures each week and 
the 135,000,000 additional week- 
ly audience abroad that depends 
on Hollywood for 85 per cent of 
its vital entertainment supply. 
These 250,000,000 people each 
week throughout the world wait 
in confidence and with a very real 
necessity for this recreation. No 
story that the screen has ever told 
is one-half so dramatic as the 
story of how that entertainment 
is continually and swiftly supplied. 


A New Art 


ae aes iio ee aie Cel I Se ME ee SEE 

The motion picture, besides be- 
coming one of the wonders of 
science and of business, had be- 
eome an art in the fullest sense 
even before the advent of sound 
opened the present limitless fields 
of possibility. When “‘The Birth 
of a Nation”’ went to the theatres 
of the world, thoughtful men 
knew that in truth a new art form 
had come into being. Great pan- 
tomimists took highest rank 
among the artists that had made 
the race laugh and weep and for- 
get the humdrum burden of .rou- 
tine. The artistic beauty of many 
pictures and the satisfying enter- 
tainment of others had won a 
place in the hearts of mankind. 
We can all remember ‘“‘The Cover- 
ed Wagon,” “The Big Parade” and 
seores of others. 

Those of us who were owitas 
at bringing order and greater use- 
‘fulness to the processes of an in- 


dustrial and artistic growth never. 


equalled in swiftness, found many 
problems, by-products of the “great 
problem of good entertainment, 
and none of these problems was 
small. 

I shall never. forget the concern 
with which we viewed the influx 
of young Americans to Hollywood, 
seeking fame and fortune. The 
gold-rush days of °49 were no 
more hectie than the rush to the 
silver screen a few: years ago. 

The industry: has faced a con- 
tinuous responsibilty. in the hand- 
ling of its extras. .Not actors in 
the strictest:sense of the word; yet 
they. are necessary, for-the great 
crowds which the camera records 
so well and for the creation of at- 
mosphere, through: delineation of 
types. 

So the ambitious.came to ‘Holly- 
wood, thousands of them. In each 
one’s heart. was the dream that 
perhaps through the extra’s job 
might lie the road to stardom. 
Every type of fake exploitation 
sprang up’ to make the way. of 
these young extras, scacnenion 
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The address delivered by 
Will H. Hays, President of 
the Motion Picture Produc- 
ers and Distributors of 
America, over a nation-wide 
radio hook-up Saturday even- 
ing, March 29th is repro- 
duced in this issue of Pub- 
lix Opinion in its entirety. 
It is packed full of facts that 
wide awake showmen will 
want to remember. It con- 
tains material worth repeat- 
ing in speeches, institutional 
ads, and in newspaper stor- 
ies. Read it, make your 
notes, and come back to it 
when the occasion arises. 
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for a survey. On the facts we act- 
ed, and today the 17,000 motion 
picture extras at Hollywood are 
registered in a/ Central Casting 
Bureau maintained by the produc- 
ers. Whenever a certain type of 
work is open, those eligible for 


‘the parts receive prompt notifica- 


tion, More than 8,000,000 tele- 
phone calls a year keep the 
Bureau in daily touch with the 
extras. Last year an average of 
840 job placements per day were 
made through the Bureau without 
any cost to the employees. 

Before the advent of sound, 
25,000 miles of film were passing. 
through American exchanges 
every day. This meant the de- 
livery by distributors to theatre 
owners of 10,500,000 feature pic- 
tures and short subjects each year, 
all under written contract. Pic- 
tures must be sold in wholesale 
blocks. Otherwise it is impossible 
to serve the small theatre at film 
rentals guaranteeing to suburban 
and small 
same quality of entertainment en- 
joyed by their city neighbors. The 
wholesale selling of films is also 
necessary because, under that sys- 
tem, it is possible ‘to include in the 
year’s programs an increasing sup- 


ply of pictures made in advance of, 


old box office standards. 

In the fulfillment of 10,500,000 
yearly contractual obligations there 
is vast room for honest differences 
of opinion. The industry worked 
out an arbitration system that 
resulted in the year 1929 alone in 
the peaceful settlement of 30,737 
controveries involving $8,956,243 
in cash payments. In the last six) 
years only 148 cases out of 106,- 


146 required a seventh arbitra- | 
tor. 


Distributor representatives 
are now in conference with vari- 


.ous groups of theatre owners, 


working out a revision of this ar- 
bitration: system in the light of 
changing conditions. 

These are examples of the many 
factors that caused the industry to 
undertake, in’ 1922, the general 
policy of self-discipline which I 
have had a part in shaping and 
executing. 


From Speculation to 


Solidity 


Outside Co-o eration 


"The porous picture. industry has 
formed a habit, typically Ameri- 
ean, of consulting with the numer- 
ous non-commercial organizations 
which, with an eye to social prog- 
ress, spend volunteer effort on 
matters in which, the nation has 
what might be called a.community 
interest. . In this case, -we turned 
to the Raseell Sage Foundation 


The silent motion picture busi- 
ness passed from speculation to 
solidity. It became: possible to 


secure money for needed business 


expansion at fair terms of inter- 
est; fair trade practices were. de- 
veloped; responsibility was. recog- 
nized and public accountability ac- 
cepted. We were preparing for 
something. That something came, 


‘and if we had not been thus pre- 


‘pared the industry. would have 
been in chaos. 


town audiences the 


Overnight, almost, the sect 
silent from birth, developed a 
voice. With the aid of the new 
instrumentalities afforded .by 
science, the screen could now talk 
and sing. Sound Gera ntee in- 
stant adoption, 

What sound means to the the- 
atre patron, what it will mean 
as the new art-science goes for- 
ward, defies the imagination. 
The golden horseshoe of the 
Metropolitan Opera House is 
moving toward the pine-board 
entertainment center of the 
smallest hamlet. Nothing can 
stop it. The great figures of 
the world, talking art, talking 
religion, talking new knowledge, 
peace and goodwill among men, 
belong to you and me as inti- 
mately today as they formerly 
belonged to a privileged few. 


| Aiding World Peace | 


Motion pictures will prove to be 

| the greatest of all agencies toward 

world peace. When men know and 

understand each other, they do not 

hate. When they do not hate, 
they do not make war. 

Producers, once sure that the 
voice was authentic without a mo- 
ment’s hesitation .scrapped mil- 
lions of dollars worth of studio 
equipment and other material, 
cleared the decks for a new art 
and equipped themselves with the 
instrumentalities of sound-picture 
production. Directors rubbed 
their eyes, opened their ears, and 
proceeded to learn an entirely new 
art of screen presentation. Scen- 
ario writers became dramatists. 
Famous motion picture stars 
learned to add golden voices to 
the personal charm that had made 
them household names. The 
great dramatic wealth of the stage 
no longer was reserved to the few. 
It moved outward and forward to 
enrich the lives of all. 

During all this time the shingle 
on the Industry’s door continued 
to read ‘‘Open for Business as 
Usual.’”” There was no hitch in 
the transition from the old to the 
new. And, yet an industrial revo- 
lution requiring more than $500,- 
000,000 new capital to finance, 
was actually in progress. Today 
sound reigns supreme ~on the 
screen and over 6,000 theatres in 


the country already have installed 


sound reproducing apparatus. 


MOP OPD. A 


To the Motion Picture Produc- 
ers and Distributors of America, 
Inc., sound brought a new series 
of problems, of vital importance 
to the thoughts, actions and lives 
of the vast world audience which 
American films command, This 
Association, on the one hand, is 
the liaison between the motion pic- 
ture industry and the people—and, 


on the other hand, the messenger 
of public opinion which transmits 
to our Industry the constructive 
criticism, study and cooperation 
which socially-minded elements in 
our community are able to focus 
upon our public problems. 

For over seven years the in- 
dustry has been operating under a 
basic set of principles that govern- 
ed many details of screen material 
and presentation. But these prin- 


ciples had been agreed upon at.a 


time when the art was limited by 
its silence. Now talking pictures 
make available a vast new supply 
of dramatic material. Sound drew 
to the screen new talent, unfa- 


| miliar with the many ‘problems in- 
volved in meeting questions of 


mass public taste and community 
values. Sound brought new op- 
portunities and measurable conse- 
quent new responsibilties. 

For a year, the most intensive 
study has been devoted to the 
principles involved and the re- 
definition of an affirmative policy 
that will govern the. character, 


‘scope and progress of this modern 


sound screen presentation. 

- As developed for the primary 
purposes of the theatre, the mo- 
tion picture is a universal form of 
entertainment. Its appeal has 
crashed the barriers of class dis- 
tinction. It knows no boundaries 
of age or geography. Its enter- 


tainment value must be based on| 


the highest common denominator 
of public appeal. Make the mo- 
tion picture a medium of class ap- 
peal, make it an instrument to re- 
flect merely group ideas, make it 
a medium of propaganda, and at 
once you destroy the universality 


jthat makes it the entertainment 


and art of the multitudes. 


Screen Must Reflect 
Progress 


To fill its mission the screen 
must give proper scope to the 
creative artist, it must constantly 
reflect the progress of the literary, 
dramatic and musical arts. But 


‘the industry is sensitive to the re- 


sponsibility which its great oppor- 
tunities entail. It realizes there 
is entertainment which tends to 
improve and entertainment which 
tends to degrade. It realizes the 
need of distinction, too, between 
a dramatic performance to a 
sophisticated few and to the great 
motion picture audience at large. 

The problems, therefore, before 
the industry, before the socially- 
minded groups who are cooperat- 
ing with us in focusing the best 
thought on the situation, before 
dramatists, educators and psychol- 
ogists whom we have enlisted to 
help formulate our policy, are of 
the utmost complexity. They in- 


volve both attention to improving 


the supply and raising the quality 
of the demand. 


HIGHLIGHTS OF THE | SPEECH 


The motion picture ye is an art, a science, ‘aad 
a business. 


Throughout the world, 250,000, 000 people cack: week 
wait in confidence and with a real necessity for recreation. 


The golden horseshoe of the Metropolitan Opera House 
is moving toward the pine board entertainment center of 


the smallest hamlet. 


4 


Nothing can stop it. 


Motion pictures will prove to be the greatest of all 


agencies toward world peace. 
The entertainment value 


of motion pictures must. be 


based on the highest common denominator of public ap- 


peal. 


Motion pictures join with radio, increased travel, and, 
of course, newspapers—in placing before our people in 
convincing fashion the comforts and conveniences which 
are available to those who will work and save. 


The estimate of the Department of Commerce that a 
dollar comes back in trade for every foot of film shipped 
out of the country is modest indeed. 


The universal endorsement of motion pictures from the 
American. people could only have come to a form of en- 
tertainment wholesome, and, responsive to the needs of 


the public. 


trend. 


|| Shoes 


The re- -definition of affirmat 
policy which the industry is S00 


’ 
every religion, respect for ever 
race, respect for every nation. 
this, I believe, motion plea 


tion of every right-minded citizen 
It is a proper advanced policy 0 
far-sighted business. : 


prosperity of the motion pictur 
industry a matter of concern to- 
every American business man and 
laboring man. 

However, motion pictures pe 
form a service to American bus 


this. 


se Economic re 


omen and bad times. Leg 
buying by one group, then 1 
work for canoe Or less wor 


enthusiasm and gives us a solid 
basis of hope for the. future, is. 
the increasing spiral of demand. 
Motion pictures join with radi 
increased travel and, of cours 


people in convincing fashion the 
comforts and conveniences whic 
are available to those who will 
work and save. Our standards of 
living are steadily on the upwar 
This is a triumph of ou 
civilization. That men and wom 
en should live well, that children 
should have the advantages of at- | 
tractive homes, good clothes and © 
adequate education, —— these are a 
not small things. Nothing comes — 


|out of poverty but ignorance, an 


nothing comes out of ignorance — 
but sloth and crime. The more © 
of our people who can live a ~ 
rounded, satisfactory life, to just © 
that degree will art and civie@ 
progress—yes, and religion, too— ~ 
flourish. t 

The motion picture carries to every ~ 
American at home and to millions of — 
potential purchasers abroad the visual, — 
vivid perception of all American man- — 


ufactured products. 


We appreciate more of the good 
things of life, we want more, we 
work for more and we buy more, 
and to all this increasing. spiral 
of demand, motion piciunes co 
tribute every day. 


value to American business of the © 
motion picture abroad. The esti- © 
mate of the Department. of Com- 

merce that a dollar comes back i 

trade for every foot of film ship- © 
ped out of the country is mots e 
indeed. P 


A Few ei iles : 


An American firm manufactur- 
ing sewing machines was ver 
much surprised to receive orde 
for. machines from Sumatra, 
There were no agents of the firm 
there but inquiry disclosed tha 
an American film showing the m 
chine had Tesulted in a flow. of. 0: 


| ders: 


Because they were being fonean 
to install new machinery to mak 
like those in American 
movies, shoe manufacturers. of 
Great Britain protested not long 
ago. Because stenographers of 
Paris saw the well-lighted an 
well-ventilated offices as shown in 
American films, Dr. Toulouse, a 
distinguished French psychologist, 
says they demand, and are ge 
ting similar comforts. 

_A, newspaper. cotreupontedt: in 

(Continued on Page ies 


- “COPY” with Roscoe Karns (21 min.) 


8827-28 THE POTTERS “AT HOME” (15 min.) 


SELLIN G “LUMMOX” 


by BRUCE GAI GALLUP 
Advertising Director, United Artists 
(Not For Publication) 


Here is one of the gréatest mother love stories ever written. It’s 
human appealing heart-warming. Approach your campaign from this 
angle, It’s a picture that will strike a responsive chord deep down in 
the heart of everyone and it should be sold from that standpoint. 

“Lummox” has a number of excellent selling points. It’s the 
type of story the public has been seeking for several years, a pro- 
foundly stirring heart drama of today, which should get over the 
force of a “Stella Dallas’? and ‘Sorrell and Son.’’ 

. The central character in the story is one of the most sympathetic 
the screen has had. Stress the youth, beauty and talent of the lead- 


‘ing player; sell the great human qualities of the self-sacrificing and 


loving creature she portrays—the soulful woman who lived for 
others and enjoyed her greatest happiness in seeing her child thrive 
under the watchful care of kindly strangers. 

In your copy let this wonderful figure dominate. 
as follows: / 

The story of a woman’s child-like trust, and of a mother’s sorrow 
and love for her child whose love she never knew. 

She lived for others who were neither thankful nor worthy, but 
her life reaped a rich harvest of happiness and nobility of soul. 

Out of the depths of obscurity and heart-ache rose this modern 
martyr to be the inspiring force of the small world in whieh she 
lived. 

The story of a simple-hearted creature who so lived in adver- 
sity and humbleness as to earn a halo of sainthood. 

Remind them about the great mother pictures of the past. Make 
analogies with ‘‘Over the Hill,” ‘‘Stella Dallas, ” «The Old Nest,” “Four. 
Sons,” and pictures of that calibre. With talk, “Lummox’”’ is greater 
than any of these mute masterpieces. 

Fannie Hurst is author of the best seller from which the picture 
is taken. Miss Hurst was: author of “Humoresque’’ the book on 
which one of the screen’s first great heart dramas was based. They 
still talk about it. ‘‘Lummox’”’ is head and shoulders above it. 
Cash in on her name through bookstore tie-ups. 

Herbert Brenon is the director. An ace film pilot since. the days 
he directed the box-office sensation “The Lone Wolf,’’ Brenon today 
ranks with the foremost craftsmen in his field. He made ‘Beau 
Geste,”’ ‘‘Peter Pan,’ and ‘‘Sorrell and Son.” f 

Then there’s the cast. Every name to be found in “Lummox’’ 
is big. There are Winifred Westover, who plays the title role, 
Ben Lyons, William Collier, Jr., Edna Murphy, Myrtle Stedman, Danny 
O’Shea,. William Bakewell, Lydia Yeamans Titus and many others. 
Every one of these celebrities is well known to the fans. Play them 
up for all they’re worth. 

Stress the marvelous characterization essayed by Miss Westover. 
Use straight pictures of her in the ads. Emphasize. the marvelous 
transformation in your copy. \ 

Sell the great drama. The brilliant.acting. The tremendous heart 
appeal of the story. 

“Lummox’’ is a big box-office drawing ecard, and properly handled 
should roll up big grosses and give patrons a decidedly worth-while 
evening in the theatre. 


he i i ic ie i i i Sc ee hee 


SHORT REVIEWS OF SHORT FEATURES 


By LOUIS NOTARIUS _— 


Publix Theatres Booking Department 
Belfort ddobeteopetofet seteeetobbotbbtetngne 


Use such text 


PARAMOUNT 
FIT TO BE TIED with Burns & Allen. (10 min.) A short with gags 
that will give 100% entertainment. The scene is a Department 
Store showing two sales girls gabbing about their flirtations, when 
in comes a customer asking for a tie. Unsuccessful in his attempt 
to get attention, he walks to another counter and meets a ecrogs- 
word puzzle fiend in the form of a dizzy brunette. Before you 
know it, the poor sap is partaking of this American pastime—all 
gagged up to the hilt. The act winds up at the music counter 
with a funny song and fades out. Not a moment wasted. Holds 
the interest from the start with a laugh in every line. Sure-fire. 
METRO-GOLDWYN 
As the title implies, this is 
a dramatic Short Feature with a newspaper office as the back- 
ground. Contains the usual newspaper man’s banter, when sud- 
denly the plot becomes serious. The editor is about to expose the 
owners of fire-trap sight-seeing boats. The plot increases in its 
dramatic tenseness when the wife and child of the editor are pre- 
sumed to be on one of the burning ships with a toll of hundreds of 
children. All ends happily, however. The editor’s family is home 
| safe, having changed their minds the last minute. Holds the in- 
terest in spite of the hoke ending. Will g0 well with a musical 
comedy feature such as ‘‘Be Yourself.” 
CASUALTIES with Robert Ober (19 min.) 
gone in for the serious Short Subject. 


It seems That Metro has 
Here we get a domestic 


tragedy in which the husband—a casualty. of the war—kills his|' 


wife when he discovers her in a compromising position with his 

doctor. Made unusually drab by its general tone and double 

death, when he falls dead at the finish. Would have to be used 

with an extremely light, slapstick feature with low comedy built 

around it in the front show. Pass it up unless this type of subject 

is absolutely necessary to get the proper contrast and balance in 
the show. — 

HOT DOG (15 min. ) A two reel novelty with an all dog east, which 
is excellently directed, in a comedy with a plot. The dialogue ef- 
fects off screen are cleverly synchronized with the mouth movement 
of the dogs—all resulting in an unusual short comedy which will 
undoubtedly cause a lot of word-of-mouth advertising. Used for 
a run in New York City with PUTTIN’ ON THE RITZ and re- 
ceived excellent comments from both patrons and critics. An out- 
standing subject. Sure-fire anywhere. 

SCREEN CLASSICS 


40 WINKS (7 min.) A Felix The Cat Cartoon that ranks better than 


average. Fine synchronization, good cartooning, and funny gags, 
in addition to fast movement, make this subject worthy of Publix 
houses. Will help to round out a good program either as an opener 
or closing number. i 
VITAPHONE ; 

$68 LOBO—The Dog of Dogs, with Clarence Moore (7 min.) Lobo is 
a trained dog who obeys orders in a most intelligent manner. He 
resembles Rin Tin Tin. While it is an interesting novelty, the 
routine is somewhat slow. Will appeal mainly to children. 

This is the second 


of the Potter Series, satirizing small town American life. Here we 
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HAYS OUTLINES 
SIGNIFICANCE 
OF PICTURES 


(Continued from Page Four) 


Macedonia, writing to the Chicago 
Daily News, tells of visiting a 
barbershop and of commenting 
there upon the style of chairs used 
by American barbers. ‘Oh, don’t 
tell me,’’ said the Macedonian 
barber, “I know. I saw Adolph 
Menjou and his father running a 
barbershop. I get same.’’ 


Public Undorsewens 


The motion picture industry is 
young but it has set new standards 
for the. world in certain important 
relations. We have invited the 
public to share leadership in our 
enterprise, past any previous in- 
stance in the history of business, 
and I want to leave you with a 
sense that’ motion pictures are 
your industry. You have made 
them so by this patronage of 
115,000,000 weekly in 1929 in the 
theatres in the United States alone 
—three times the weekly atten- 
dance in 1922.. Such an endorse- 
ment from the American people 
could only have come to a form of 
entertainment essentially whole- 
some and responsive to the needs 
of the public. 


The Public Teaches | 


We are always learning about 
motion pictures from this great 


audience. A while ago we co- 
operated with forty-two great 
newspapers in forty-two large 


cities in awarding a trip around 
the world as a prize for the best 
300-word essay on ‘‘What the Mo- 
tion Picture Means to Me.” 

Over 700,000 Americans wrote 
such essays. Local judges for the 
forty-two newspapers culled the 
three best essays from the thou- 
sands in each city. The last 126 
came up to George Barr McCutch- 
eon, Alice Duer Miller and Rich- 
ard Washburn Child in New York 
—with their authors unidentified. 
It was an interesting situation. 

The first prize was won by Mrs. 
Ruth Griffith Burnett, who lived 
in a little white house on the 
shady side of the road on Rural 
Route C, out of Indianapolis, 
where her husband clerked in a 
store. She was the daughter of 
a minister of the gospel and the 
pride of her life was a baby of six 
months. They told us afterward 
she had never been further away 
from home than a trip to Chicago. 
She and Mr. Burnett parked the 
baby and went around the world 
in splendid fashion. It was like 
a Cinderella or Aladdin’s lamp 
story. 

Mrs. Burnett must have had the 
gift of prophecy. Writing while 
the Warner brothers, stirred by 
the dream of bringing music to 
the screen, were fitting sound to a 


SELLING “THE TEXAN” 


By RUSSELL HOLMAN, 
Advertising Manager, Paramount cub iat a! 


~ (Not For Publication) 


After the big success of Gary Cooper in “The Virginian’’—now 
Gary Cooper in “The Texan.” Like “The Virginian,” ‘The Texan” is 
all-outdoors, all-action, all-talking., 

Story by the famous. O. Henry. Adapted by O. H. P. Garrett, au- 
thor of ‘‘The*Street of Chance.’’ Directed by John Cromwell, who 
directed ‘‘The Mighty’’ and ‘‘The Street of Chance.” 

Cooper is great in the show as the quick-shooting cowboy with a 
price on his handsome head. Ex-Montana cowpuncher in real life, 
Cooper plays this kind of a part perfectly. Fay Wray as the heroine 
is prettier and better, than you ever saw and heard her before. You’ll 
say Wray can be developed into one of the big female star bets of the 
séreen after you see this show. Emma Dunn, star of such Broadway 
shows as “Old Lady 31,” plays Gary’s “mother” in a way to tug at the 
old heart strings like a block and tackle. James Marcus as the gospel- 
quoting sheriff who shouts Biblical oaths at his enemies as he blazes 
away with both guns is as unique a screen character as he is funny. 

Sell ‘“‘The Texan’”’ on the basis of the success of “The Virginian.”’ 
You won’t disappoint. \ 

Cash in on the present tremendous vogue for Westerns. They’re 
crashing b. o. records all over the country. And remember—nobody 
,can make Westerns as well as Paramount can. We proved that back 
‘in the Zane Grey silent days and we’re doubling and re-doubling the 
proof today with material like “‘Light of Western Stars,” ‘The Vir- 
ginian’’—and the best of the lot, ‘“‘The Texan.” 

Sell Cooper: ‘‘The Virginian” is ‘‘The Texan’? now—and he’s twice 

as exciting as ever....No other star can play big he-man, outdoor 
roles as Gary Cooper can. Born to the saddle in real life, he’s the 
perfect hard riding, hard loving, fighting, exciting caballero. 
O. Henry never wrote a better story, than ‘“‘The Texan’; Gary Cooper 
never played a more fascinating hero... .‘‘The Texan’”—Big as the 
State Itself!....A tall, handsome, steel- sinewed, drawling man of ac- 
tion has ridden like the wind into the heart of America’s millions— 
Gary Cooper. See him now in his mightiest role! 
ing Llano Kid of ‘‘The Texan.” 


minstrel complied. 


Sell the story: $1,000 for the Capture of the Llano Kid—Dead or 


Alive! 
her heart. 


Action blazing from guns and flying hoofs. 
The most exciting show’in town. 
Then he cheated his ‘‘mother’’ and the 


rita’s eyes. 
killed a man for cheating. 
girl he loved. 


. Leap into the saddle and we're off! 
love senoritas, ‘action and MORE ACTION! 


a for killing a gambler and robbing a beautiful girl of 
. Three peeks searched two continents for him. ae: 


Romance in a fiery seno- 
“The Texan’’....He 


Off to kill killers 
A thrill a minute when 


you ride with the cowboy king of the screen—-Gary Cooper in ‘“‘The 


Texan’’. 
And he wasn’t her son. 
his head. 


Tie-up possibilities with the Texas Oil Company and other con-. 


cerns with Texas in their names. 
bookstores. 
the collection 


.‘*My son!” she cried and heaped love and wealth upon him. 
= was a gambler killer with a price upon 


Tie-up with O. Henry stories at 


(“The Texan” is from ‘The Double Dyed Deceiver” in 
called ‘‘Roads of Destiny.’’) 


Hold a reunion of all the 


folks in your town who come from Texas. 
Your copy could contain romantic elements connected with Texas: 


the Alamo, Lone Star, Rio Grande, ete. 


You've got another ‘Virginian,’ boys. 


Handle it accordingly. 


picture for the very first time, 
before she or any of the world out- 
side know of that coming miracle, 
Mrs. Burnett began her prize- 
winning essay with the significant 
command—‘‘Sing us a song!”’ 


Sing Us a Song! 


Listen and by way. of good- 
night, I will read you what that 
young mother said the motion pic- 
ture meant to her: 

“« ‘Sing us a song!’’ was the de- 
mand of yore and the wandering 
As he sang 
the song of valor there unrolled 
before the eyes of his listeners a 
picture to teach, to inspire and to 
entertain them. 

«Tell us a story!’’ was the de- 


{subtle sermons are abiding. 


see Pa Potter inviting his boss to his home for dinner with the 
hope of getting into his good graces and a raise. A tactless family, 
consisting of a saxophone-playing son, a silly daughter, and a mis- 
chievous little brat of a boy—all aid in pulling their old man into 
a discomforting dilemma. Only mildly amusing. 

pigs THE PAY OFF with Henry Walthall (12 min.) This is a aitort, 
snappy drama containing a climax with a punch. It portrays the 
lives of ex-convicts marked by the police, and forced by circum- 
stances into crime. Henry Walthall, as the ex-convict who sacri- 
fices himself for his daughter, gives an excellent portrayal. He is 
assisted by Barbara Leonard, Russell Hopton and Edwin Lynch— 
all of whom help to round out a superb dramatic subject. Will 
make good contrast with such productions as ‘“‘No, No, Nanette” 


and “Free & Hasy.”’ 
COLUMBIA 


CANNIBAL CAPERS—A Silly Symphony (6 min.) Fine cartooning— 
moves fast—and excellently synchronized. Will help to put life 
into a program. While not so good as “Springtime” and ‘Skeleton 
Dance,” still worthy of a spot on any program. A good cartoon. 

PRINCESS LADY BUG (10 min.) Another subject in color that is 
poorly synchronized and will detract from _the entertainment 
value of a plow. Should be discarded. 


CELEBRITY 

DON’T ARGUE with Robert Emmett Keene and Claire Whitney. (7 
min.) While the sketch contains elements of entertainment and 
consists of capable players, it is marred by poor photography and 
sound flutter. Had possibilities if properly photographed and re- 
corded. As it stands, unworthy of booking in our houses. This 
is the first of a series of twelve. Perhaps the subjects to follow 
‘may show a decided improvement from a mechanical standpoint. 
Should be watched. ; 


mand of our fathers from the oasis 
of the firelight. And as the story- 
teller, beloved and admired, told 
the story there unfolded before 
the eyes of his hearers a picture 
to teach, to inspire and to enter- 
tain them. j 

“Show us a picture!’’ is our 
demand, and lo, we are given the 
magic of a real picture with the 
enchantment of the minstrel and 
the charm of the story-teller. 

“In the broadness of its scope 
and its capacity for the portrayal 
of things great and small, the mo- 
tion picture shows me history, 
science, art and literature. From 
India, with its swarming high- 
ways, to barren Alaska, the world 
is mine, the generous gift of the 
camera. 

“Because it depicts humanity 
the motion picture inspires. ee 
takes from my tongue the timid ‘“‘I 
can’t,’’ and in its place puts a 
brave “‘J’ll \try!”’ It lightens the 
corners of pride and indifference 
and makes me a little more sym- 
pathetic, more tolerant and more 
fit to take my place beside my fel- 
low men. 

“It entertains me. It draws me 
without my accustomed self and 
lets me laugh until the tears come, 


or sit upon the edge of my seat in . 


suspense. It makes me glad to be 
alive. 

“Hducation, “inspiration and en- 
tertainment. These three the mo- 


tion picture mean to me.’’ 


LOBBY SINGER - ee 


A local boy with a pleasing 
voice is used to furnish the lobby 
entertainment at the Rivoli, Bea-: 
trice, Nebraska. Singer accompa- 
nies himself with a uke. Through 
a special hook-up, a loudspeaker 
placed on the marquee carries 
the voice into the street, so that 


‘singer not only entertains hold- 


outs but-serves as a bally-hoo as 
well. Max Tschauder | is manager 


|of the house. 


The flashing, dash-__ 
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A PUBLIX BOOST! 


Enlisting the co-operation of the business and po- truck co-operative ad, and the two pages of amuse- : ree ; . 
on Ah s : : 2; : that t distrib t . M. 
litical dignitaries of Pine Bluff, Arkansas, Manager ment copy. Prizes given to those who found their Paper is mot diauibuted ynnl Slurday tauht- at about 5. FM 


W. H. Hall of the Saenger Theatre put across a Publix names on the advertising page promoted reader in 


Booster Week in grand style. Note below the double terest. 


Real Booster Values J.C.PENNEY CQ. - 


Hart Schaffner and Marx ‘Unusual Values in Quality Rayon Undergarments 


FINE SUITS Feb. Offering of Men & Women’s 


Bne With Rayon Undergarment 


Some With 


‘Two. Pants $35 ‘Two Pants Shirts and 
toa ~ Worthmore Suits 
aac . xtra 
Din Honora CAOLINE Pine Bluff $22.50 fi $5 
BRIE MOTOR OI cneases 
YERPOL NOTOR O14 GHEAGES Chamber 


eet 4 
we would give it to our custom ve of 


Commerce 


ive to have part in the advancement of 
e believe in the present and we look 


° Booster Week Bargains - Booster Week Values in 

Style Correctness Excellence of elevtag thatthe idea ; - 4 BUY NOW—SAVE MONEY = 
y ‘ ative | nents DRESSES 
PINE BLUFF 
‘A. coop city ee eale than ever before in our business experience, Et 


of a Publix Booster 


Quality-Variety of Choice | Y's sn 


consonant with our 
policy of fostering civ- 


These Are Your Guarantees of Satisfac- | i optimism, the Pine 
tion, When You Wear Women’s | xveevetaniye 
Smart Footwear From dorses the Publix 


Booster Week, and ex- 


tends its congratula- 
PA) tions to the Saenger 
% Theatre for its civic 

loyalty in sponsoring a 


Hosiery to Correspond ins 


nA tain 8 


MODEL MUSIC BOOTH 


T 


Here is a photo of the music sales booth in the Brooklyn Paramount 
Theatre. It is flooded with light from the miniature marquee at all 
times, and every avaiable bit of space is used for merchandising copy. 
Two of the lobby entertainers and the singing usher who acts as 
attendant attract patrons on the breaks; during holdouts when the 
entertainers are otherwise occupied a victrola plays continuously. 


NO LET-DOWN HERE! 


This ad appeared in the Moline, Ill., Daily Dispatch. Although 


Frank Kennebeck, manager of the LeClaire in that town, continued 
advertising his Saturday show, as evidenced in the upper left-hand 
corner of the ad. Because Kennebeck did not overlook this ‘Last 
Times Today’ box, business was increased tremendously over the 
matinees gross. Nate Frudenfeld, division manager, forwarded this 
ad to all managers in his division with a notice to use it as a re- 
minder for similar occasions. 


y 
1to7 Ine. 


m Your Support 


Saturday Prices aun Prices 
tinee—25c i 
a Te = All Seats —Ratcony 
$50.00 Specia} $2500 Special Balcony—30c Or Main Floor 


Main Floor—40c Children—l0c¢ 


10 Months to Pay Where Your Credit Is Good 8! Down; $1 Week 


$1.00 Specials « 1000 New $19.25 Speciale 

= Accounts ( 
Wanted ’ 

KEEBEY’S f ’ 


222 Main St, Pine Bluff, Ark, 


SUNDAY 


MONDAY 
Cecil B. DeMille 


The Director Who Made 
Famous Productions 


NOW Scores again in his 
first all-talking pro- 
duction— 


Your Dollar will buy more dress value during thle 


ery dress in these two groups coat us far more than 
we are asking for them... but toe must sell them... 
‘oom 


te need the 7 5 
Values ‘CASH 
is $5 [sa | TALKS $10 
Extraordinary Savings Await You’ 
ms Lee 


Strletly 


— Featuring — 
CONRAD NAGEL 
It’s KAY JOHNSON—JULIA FAYE | 
All CHARLES BICKFORD 


— WiNaugt 


Man’s Strength and Women’s Beauty! 


A picture that has everything—gaiety—rich- 
ness — splendor — women — wine—songs—a he- 
man and she-woman story that leaves you 
breathless. There’s “Dynamite” in—the lax 
moral code of the rich—the scenes of daring 
love making—the clash between upper and un- 
der worlds. Unbelievable until you see it with 
your own eyes—-Incredible until’ you hear each 
thrilling word— 


— Other Program Units 


Come and sing out loud with 
those popular Paramount song 
cartoons— 

“RINGS ON MY FINGERS” 


You Can See and Listen to All 
Latest Events in 


Paramount Sound News 


Spocesuapaesnssassaneneeeeeeesesesseneeees 


TWO MORE IDEAS! 


In the ads below are incorporated two basic ideas ognized, and the ad at the right shows how these can 
that shoyld find, ready application throughout the cir- be publicized. Featured, players in shorts are gaining 
cuit. The combination ad at. the left has a banner in popularity, and are known to audiences by sight if 
line reading “There’s a World of Happiness in not by name. For that reason, as many small heads 
Publix-Balaban and Katz Theatres.” Feeling that an as possible are run in the ad. You'll see them with 
effort should be made to counteract the talk of de- your magnifying glass. These innovations are the 
pression and unemployment, the ads strike an optimis- work of William K. Hollander, director of advertising 


tic note. and publicity for the Publix-Balaban and Katz Thea- 
The value of shorts in selling tickets has been rec- tres in Chicago. 
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You Will Be Glad to Blush at The 
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HE TALKS THIS UNFORGETTABLE. ; ing! For H. pfs takers 
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~NEW ANGLE ON OLD STUNT 


WIDE DISTRIBUTION | 


a A new twist to a newspaper want-ad promotion tie- _ tinues to be of value from a ‘reader interest’ point of ; Notice of the showing of “The Vagabond King” at the P ublix 
a up! This contest, effected by B. V. Sturdivant of the view. The only expense to the theatre is the issuance Victory, Tampa, Fla., received wide-spread attention when. 5,000 “Celo 

m Indiana Theatre, is to run as long as the stunt con- of the passes. and 500 “Chesterfield” cards were placed in stores, windows, etc. The 

: : cards were printed in red and blue. “| 


THE INDIANAPOLIS SUNDAY STAR 


|. TheStar’s = | Geese) 
_|GoldStar Contest 
| Begins Today 


ond King 


* Here Is What 
WILLIAM POWELL > : 
4 Writes: Starting March 7th, one Wee 


It’s an amusing, interesting, 
educational game forseverybody, 
young and old, boys and girls, 
men and women. 


To start. will be to finish be- 
cause the very uncertainty of 
your first selection may make you 
strive again to overcome every 
possible objection to your choice. 


This unique contest will help 
you to know values when you see 
them. It will test your ability to / 
reduce your thoughts to writing. 
- And, too, the thrill of unknown 
competition will spur your efforts 
on toward the many prizes offered 
each Sunday. Read the rules and 
test your skill. 


BREAKS TEXAS PRECEDENT 


This double page co-operative merchants’ ad was promoted by 
S. L. Oakley, manager of the Austin, Nacogdoches, Texas. This sell- 
ing angle ‘crashed’ the Redland Herald, a stunt that hitherto was 
thought inconceivable in that publication. The news story appeared 
on the front page of that paper. Is there a paper in your town that 
“seems” hard to win over? 


Each Sunday 
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a INDIANAPOLIS, INDIANA Soe: 
a The Prosperity Month Drive in the territory of the co-operation of the press. A double-iruck spread 
; Barry Burke found vigorous support in the Publix paid for by local merchants is pictured below, and 
4 Booster Week inaugurated in Greenville, Miss., by at the right appears the front page proclamation of 
a Manager Dan Burgum of the Saenger Theatre with the mayor. 
q 


Managers Henry Seel and A. M. Jacob of Jackson, Miss., landed 
institutional publicity in \Jackson newspapers by having the New 
Orleans delegation to the Chicago Convention stop over long enough 
to be serenaded by the local boys’ band and to have a photo made of ag re of hae 5 
the Publixites enroute. Here’s the gang at the Jackson station; the Gl Were 


keeping abreast 


ie 
‘and sundry industries or commercial interests within 


usher marks the spot where Divisional Director George Walsh is BE A BOOSTER AND BE DISTINGUISHED appa et ly opatsab Mili 
oy oe sige natn rs Seber tt, a | siereicectems sc sapere oy mg ey a ey 
its will be hovering over the Saenger atre during the 


It ia the easiest thing in the world for one to have a géod word, whether it be about hit 


ighbor's actions or the various . - a 
Peetttrr home tewn. Boosters are many, knockers are rare, but the fact remains that spats cenrbay aanatelen ters teria become Tr ee tuft 
i @ gum and the Democrat-Times, f Dan Bury, 


it is more distinguished to be a booster! re, with the compliments ef Manager 


BOOSTER WEEK 
PROGRAM — 


Don't Say RISQUE, . 
aay 


~ + FINAL-REDUCTIONS 


|  ’ BUICK IS A BOOSTER 
| special Booster Comiicration wil be given you on ® 


1. MILLER BEAUTIFUL SLIPPERS NEW BUICK during 


0 Bl $10.00 Slippers & Oxforda 
ramet jm een Brown, Black and Navy BOOSTER WEEK 
$1 Values Kids and Suedes: ee ; 
$5.95 "a ‘Special Booster Bargain Prices on all Used Cars during 
. BOOSTER WEEK 


on New Spring Merchandise everyday during 


One Latof Childrons Shoes, Oxfords and Slippers 
‘Slock, Brown and White. Broken Sizes 
$1.95 Ps 


GREENVILLE BUICK CO. 


» BOOSTER WEEK 


‘THURSDIY and FRIDAY 


i 
Ea 
Johl,& Bergman BOOSTER SPECIALS WILL.ROGERS | 2 s 
a rs FOR BOOSTER WEEK ee ‘Tpays}| Me N. Alexander & Sons 63 : 
The Shee Men rats “Tae HAD TO SEE PARIEY per ane eae "i We Clothe The Family 
eos #5 MME CR rrr ree 


$115.00 Pitcher @ namdue apminnenrnnoenenrnnn, 875.00 PHONES 72 and 200 


$18.00 Goblets, each @vergn-avirmnyonnninnsarnanits ISSO 


‘All Contume Jewelry at Cont a - eau 
THE MARRIAGE {LAYGROUND” 


WALLACE” ARNOLD ara TAENGER 


“Nelms & Blum Co, | Nelms & Blum Co, (Nelms & Blum Ce. | Nets & Blum Ce. , 2) 
sero” Booster WEEK 


We hare heen boosting Latite Shingles, for Five Years Spec ial Pr ices 
FOR 


: Booster Week 


“They Can't Be Beat.” 


SOME of OUR BOOSTER WEEK SPECIALS i JUST RECEIVED 
; ae i", WINTER DRESSES $5.00 : = 
: ; ‘ELWINTER DRESSES —_—$10.00 rpg) cima lee ee 
I WINTER DRESSES $15.00 New Sin tet Ladies a Maa te 


New Boring PEGGY PAIGE FASHIONS Arriving Daily 


TONKEL'S 


Leyser Bidg 


HERMAN SEEMAN 


see carina 
- 1 RIAA 


MEDICAL KITS 
ALL HOUSES 


Management but in employee and 


ducted by Dr.Emanuel Stern, head 


of cabinets in each house depends 
on the number of employees and 


-the World, Omaha. 


date will be announced later. 
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- SUPPLIED TO 


Publix once again demonstrates. 
its leadership not only in theatre 


patron welfare as well, with a 
comprehensive survey of all hous- 
es to insure the presence of proper 
equipment. ‘The survey was con- 


of the Home Office medical and 
welfare departments. 

In de luxe houses like the Para- 
‘mount in New York, the Metro- 
politan in Boston, Paramount in 
Toledo, Eastman in Rochester, the | 
Tivoli and Uptown in Chicago, 
there are hospital rooms offering 
the finest in treatment to both pa- 
trons and employees. In the 
smaller operations, however, it is 
essential that medical supplies be 
stored in spots where the greatest 
good will result. 

As a result of the survey, 750 
Bauer and Black, First Aid kits 
were distributed to theatres not 
deemed sufficiently equipped. The 
kits are kept in the emergency 
room, projection booth, back 
stage, the manager’s office, and in 
the engineer’s room. The number 


the seating capacity of the house. 
As a result of the survey, all 
houses are now thoroughly equip- | 
ped. 


FRO 5 
ASSIGNMENTS 
: * 
Seololololololototetololotototetelefefeietet t 
Gerald Gallagher has been ad- 
vanced to the position of City Man- 
ager in Rock Island, Ill., left va- 
cant by the appointment of H. D. 
Grove as District Manager. Gal- 
lagher will supervise the Fort and 
Spencer Theatres. G. M. Peter- 
son, formerly manager of the 
Spencer, has been transferred to 
the State, Cedar Rapids. 


Lionel Wasson is manager of 
the Paramount, Omaha, replacing 
C. M. Pincus, now District Mana- 
ger. Wasson formerly managed 


Irving Cohen, formerly mana- 
ger of the State, Omaha, has as- 
sumed the management of the 
Paramount, Waterloo. 


M. L. Elewitz will assume man- 
agement of the Garden, Davenport, 
on April 12th. - 


PROVIDENCE PARAMOUNT 


The newly-acquired Strand The- 
atre in Providence, R. I., will be 
re-opened as the Paramount, ac- 
cording to General Director of 
Theatre Management D. J. Chat- 
kin, who announces the assign- 
ment of Edward A. Reed as man-. 
ager of the house. The theatre is 
closed for alterations and renova- 
tions at present, and the opening 


TWO PROMOTIONS | 
f 

Two promotions follow the ele- 
vation of Herbert Chatkin, former- 
ly manager of the Paramount, 
Springfield, and George T. Cruzen, 
formerly manager of the Para- 
mount, New Haven, to district 
managerships. Frank J. Gallagher 
becomes manager of the Spring- 
field Paramount and Walter Lloyd 
assumes the management of the 
New Haven Paramount. 
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PUBLIX DISCS 


Two new Publix discs are 
available, all numbers being 
lively foxtrots from recent 
pictures. No. MND 104 has 
“Sing, You Sinners” on one. 
side and a medley of ‘In My 
Little Hope Chest’’ and “I 
Don’t Need Atmosphere,” on 
the other. “My Future is 
Just Past” and “Sweeping 
the Clouds Away’’ are coup- 
led on No. MND 105. Order 
both of them at-once. 
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the Home Office, 


FIRST AID! 


After a survey of all theatres, conducted by Dr. 


Emanuel Stern of 


790 Bauer and Black first aid kits were distributed 


to houses not sufficiently equipped. Kits are kept in the emergency 
room, projection booth, back stage, the manager’s office, and in the 


engineer's room. 
local purchases. 


Publix. 


HERBERT D. GROVE 


A former motion picture pro- 
‘jectionist, operator and manager 
; was recently 
promoted to 
district man- 
a 2-eT s hl p 
of the _ Tri- 
cities. He is 
Herbert D. 
Grove whose 
first job in 
(show ~busi- 
ness was as 
projectionist 
ina Des 
Moines nick- 
‘elodeon in 
1906. 

He spent 
the next dec- 
ade managing 
various thea- 
tres in Dav- 
enport and 
Des Moines. 
When the 
war started, 
Grove enlist- 
ed. When in 
Germany with 
the army of 
occupation Grove was commis- 
sioned to supply motion picture 
entertainment in nine towns 
daily. Upon his return in May, 
1919, he was employed by the 
A. H. Blank circuit as projec- 
tionist of the Des Moines theatre. 
Hight months later he was pro- 
moted to assistant manager and 
shortly afterward to manager. 
One year later he was transferred 
to the Strand, Des Moines. Prior 
to receiving his present assign- 
ment, Grove managed the Ri- 
viera, Waterloo, Ia., the Capitol, 
Cedar Rapids, and was city man- 
ager of Rock Island and Moline, 
Tllinois. 


L. E. DAVIDSON 


L. E. Davidson, city manager 
at the Capitol Theatre, Sioux 
City, Ia., is an 
experienced 
poster artist 
and ad layout 
man, having 
acquired that 
knowledge 
during 15 
years of prac- 
tical theatre 
work. 

Davidson, in 
association 
with his fa- 
ther and bro- 
ther, operated 
three thea- 
tres in south- 
eastern Kan- 
sas from 1910 
until the out- 
break of the 
war, when he 
went over- 
seas. After 
the war, Day- 


H. D. Grove 


L. E. Davidson three years in 


the clothing 
business, but the urge for the 
theatre game prompted him to 
desert fabrics and re-pursue en- 
tertainment. He joined the A. H. 
Blank Chain as manager of the 
Rialto, Clinton, Ohio, and was 
soon promoted to the Princess, 
Sioux City, from where he was 
assigned his present post. 


j 


idson spent. 


assigned to his present post. 


When stocks run ‘out, they are replenished with 


JOHN CORWIN SMITH 


John Corwin Smith, recently 
appointed manager of the Grana- 
da - Theatre, 
San Francis- 
co, has had 
an intensive 
training in 
show  busi- 


denced by his 


the banners 
of three large 
theatre or- 
ganizations 
during the 
past ten 
years. (3 

In 1919, 
Smith got a 
job with the 
Interstate 
Amusement 
Company, 
working in 
various ca- 
pacities until 
1925 when he 
resigned and 
entered the 
employ of the 
W. J. Lytle firm in San Antonio 
as publicity director. Two years 
later, he rejoined the Interstate 
chain as manager of the Majestic 
Theatre, San Antonio. Shortly 
afterward he was transferred to 
the home office as assistant to the 
general manager. He again left 
Interstate in 1928 to work for 
Publix as advertising manager 
for the Georgia Theatre in At- 
lanta. Previous to his present 
position, Smith managed the Cali- 
fornia in San Francisco and the 
Portland and Rialto theatres in 
Portland, Oregon. 


J. C. Smith 


ASA BOOKSH 


Asa Booksh, manager of the 
Alamo, Vicksburg, Miss., has been 
; t in the thea- 
tre game nine 
years. He en- 
tered that vo- 
eation in 1921 
as usher at 
the Strand, 
New Orleans, 
La. for the 
Saenger 
Amusement 
“| Company. . 
Rapid pro- 
4] motions re- 
e| warded his 
productive ef- 
forts and in 
1923 he was 
made _  assist- 
tant manager 
ofthe Strand. 
Several 
months after 
that assign- 
ment, Booksh 


se ae oe: 
erred to the 
Asa Booksh Liberty, also 

‘in New Or- | 
leans, where he remained until 


1927. Booksh received his first 
managerial position that year, at 
the Trianon Theatre in New Or- 
leans but was transferred one 
year later to the Anderson, Gulf- 
port, Miss. In April, 1929 he was 


\ 


by DR. N. M. LA PORTE 


Director, Department 


Sound and Projection 


There are three good reasons why the storage batteries us 
with sound reproducing systems should have most careful attenti 
in order that they will last a reasonable length of time. They ar 
(1) the vital importance of batteries to the system, (2) the diff: 


culty of quick replacement; and 
(3) the cost—both the original 


cost and the installation charge. 

The most common cause of bat- 
tery failure is overcharging. In 
fact, in practically all instances 
where there are failures in thea- 
tres, the trouble is due to the im- 
pression of the person who has the 
responsibility of the batteries that 
a great amount of power must be 
put into the batteries. 

It must be borne in mind that 
the engineer servicing the equip- 
ment has carefully computed the 
amount of power that must be re- 
turned to the batteries after the 
normal run and carefully set the 
charging rate, based on the time 


ness as evi- 


service under 


To promote acquaintance, respect and mutual understandin 


Publix, these one-minute biographies are offered. They’re not 
here portrayed. We want the photo and biography 


g of the splendid individuals who comprise 
printed as vanity ticklers for the showmen 
of everyone in Publix for the. benefit of everyone in 


. such a degree that 


operating the Palace, 


“way as a combination vaudeville- 


the batteries will be charged. Of 


RICARDO MONTIEL 


Coming of a musical family, it 
was ‘only natural for Ricardo 
Montiel, a 
graduate of 
Mascarone 
College in 
Mexico City, 
and present 
district man- 
ager of the 
Gulf Coast 
division, to 
direct his at- 
tention 
towards pro- 
duction when 
he entered 
the theatre 
business in 
1919. His first 
job was as 
singer and 
road manager 
of Saenger 
productions. 

Prior to 
joining the 
Saenger cir- 
cuit, Montiel 
enjoyed a 
- successful 
period in the export business, In 
May, 1926, after he had acquired 
an extensive comprehension of 
the theatre, Montiel was placed 
in charge of the Saenger opera- 
tions in Jackson, Miss. For more 
than two years he remained at 
this post, furthering his knowl- 
edge of theatre management to 
he was soon 
promoted to city manager in Mo- 
bile at the deluxe Saenger Thea- 
tre. Montiel was assigned to his 
present position on Jan. 12, 1930. 


R. Montiel 


H..C. BUCHANAN 


H. C. Buchanan, 


at present 
Superior, — 
Wisconsin, as 
partner-man- 
ager, is a vet- 
eran show- 
man who has 
confined his 
activities to 
the city of 
Superior dur- 
ing the past 
quarter cen- 
tury. He 
started in the 
theatre game 
more than 25 
years ago as 
ij program boy 
at the Grand 
Theatre. 
After he 
had worked 
his way to 
the position 
of treasurer 
of the Grand, 
Buchanan 
leased the 
house and 
: managed it. 
himself. Following this business 
venture, he operated the Broad- 


H. C. Buchanan 


picture house. ‘Hight years ago, 
Buchanan formed a theatre part- 
nership with Finkelstein & Ru- 
ben. When Publix acquired F. & 
R., Buchanan retained his posi- - 
tion.” 


| til bright and then immediately 


| batteries. 
|readings must be carefully record- — 


of Scientific Research, 


course, in most cases this rate 
will be so set that if one set of 
batteries are charged while the 
system is operating on another 
set, the batteries will maintain 
their proper condition. 


Electrolysis 


If the batteries are allowed to 
remain on charge after the fully” 
charged condition is reached, the - 
power going into the batteries will 
be used up in elecrolysis, which 
is the breaking up of the water 
the solution into hydrogen and 
oxygen. The positive plate 
made of peroxide of lead and it 

jaround this plate that the hydro- 
gen collects and bubbles to the © 
surface. 7 

This is commonly called ‘‘gass- © 

ing.”’ 


material in the cell is decrease 
reducing its capacity and ‘shorten- © 
ing its life. Wet battery tops and 
the fact that water in the cells 
must be frequently replaced are 
symptoms of over-charging. : 


Clean Terminals 


It is essential that the term-_ 
inals of the batteries be kept clean 
and free from the oxide and su 
phate deposits that tend to coat 
them. This is particularly neces- — 
sary in the systems of sound re’ 
producing where four sets of six 
volt batteries are so connected — 
(“series - parallel’. arrangement) 4q 
they operate as a 12 volt group. — 

If the acidic fumes creep into 7 
the connections a high resistance © 
is developed, resulting in less of 4 
the load being carried by a par-— 
ticular battery and a consequent 

nequal wear. There will also be 
resistance to charging in the — 
faulty set, resulting in a “‘sulphat- 7 
ed”’ condition, which is another ~ 
type of premature deterioration 
The preventative for this trouble 
is periodic disconnection of the 
terminals and thorough cleansifig 
of lugs and lead straps. 

The lead should be scraped un- 


coated with non-oxide grease. The 
connections may then be remade 
and the wing bolts tightened firm- 
ly, squeezing out excess grease. A 
good electric connection will resul 
because of the crystaline structure 
of the lead, the crystal peaks 
piercing the grease and connecting 
with the adjacent erystal peaks. 


Use of Hydrometer 


Finally, we must remembe 
that in order to obtain a faithfu 


ly. The hydrometer supplied with 
the equipment is excellent and in 
case of damage should be replaced © 
by one of the same type. i 

Where inferior hydrometers 
have been used to replace brok- 
en ones considerable trouble has 
been experienced by inaccurate 
readings which led. to improper 
conclusions as to the state of the — 
The daily hydrometer | 


ed on the storage battery logs, be- 
cause it is only by analysis of 
these readings that the Service 
Engineer is able to maintain the | 
correct charging rate and the 
proper charged condition of the 
batteries. 


PLANE-CRASH BALLYHOO 


Hugene Karlin, manager of the — 
Victory, Salt Lake City, placed a 
wrecked plane on his marquee as 
a ballyhoo for ‘“‘The Aviator.” — 
Tail of plane hung out over the : 
street, and picture title “ was 
painted on the fuselage.’ f 


no 
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PROPER LIGHT 
FOR THEATRE 
EXPLAINED 


Reproduced below is the table 
given students of the Managers’ 
Training School attending the 
Edison Lighting Institute recently, 
showing proper degrees of illumin- 
ation for various parts of the the- 
atre, 


A footcandle meter, simple in- 
strument for measuring intensity 
of illumination, can be borrowed 
from any light and.power com- 
pany. These companies will read- 
ily assist or instruct managers in 
making tests of theatre illumina- 
tion. The figures given are for 
night illumination, and readings 
should be made at a height of 30 
or 36 inches from the floor. 


Managers should preserve an 
easy gradation of lighting inten- 
sity over the route the patron 
travels in finding. a seat, avoiding 
abrupt changes. Considerable lat- 
itude is allowed, but a maximum 
at one point and a minimum at an- 
other are undesirable in the pub- 
lic portions of the theatre. 


The table follows: 


Marquee—30 footcandles up. 

Outer Lobby—20 to 30 fc. 

Inner Lobby—5 to 10 fe. 

Foyers—3 to 6 fc. 

Promenades, Ramps, 2 to 5 fc. 

Auditorium—4 fc. in rear, 2 fc. 
in front. 

Lounges, Rest Rooms—3 to 6 fc. 

Stairways—2 to 4 fe. 

Hlevators—3 to 6 fe. 

Dressing Rooms, Booth, Engine 
Rooms, Sign Shop—5 to 10 


fe. 

Basement Storage Space—1._ to 
4 fe. 

Alleyways, Fire Escapes—1 to 
2 fe. 


Intensity of light in the inner] 
lobby, according to W. C. Brown, 
Nela Park lighting engineer who 
addressed the students, should 
come down a little at the rear. A 
comfortable, restful atmosphere 
should be maintained in lounges 
and restrooms. Dark spots and 
shadows on stairways are to be 
avoided. Booth lights should be 
shaded so that the light is cut off 


depend upon. theirs. 


L. J. LUDWIG 


PUBLIX PERSONALITIES 


These Publix personalities depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of everyone, and make 
our tasks enjoyable. For this reason, PUBLIX OPINION is devoting 
an important part of its space to these brief biographical sketches. 


Cost Executive 


In every industry, accountants, 


below the port line, preventing any comptrollers and _ cost-executives 


spill into the balcony. i 


LAUNDRY COOPERATION 


Herb Grove, of the Fort, Rock 
Island, and Frank Kennebeck of 
the LeClaire, Moline, have all the 
laundries in both towns distribut- 
ing heralds in each bundle of 
laundry, selling the idea of com- 
pletely doing away with ‘Blue 
Monday” by taking in a show at 
a Publix Theatre. 


are the men most bitterly discuss- 
ed behind their backs, by nearly 
everyone who has ever been told 
that lead-pencils have erasers so 
that costly errors may be cor- 
rected. 


Nobody likes to be told that 
they’re wrong, and that’s why no 
cost-executives could ever win lov- 
ing cups in popularity contests 
that might be conducted in any 
industry. If there are any excep- 
tions to the. rule, Publix Opinion 
would like to cast its vote for L. J. 


PUBLICITY AND MONEY 


Detroit Times-Fisher Theatre ping pong tournament, arranged by 
Lou Smith. Clippings below forwarded to Publix Opinion by Art 
Schmidt, tying in theatre’s current attractions and making excellent live 


lobby feature for house. 


When tournament is not in session, patrons 


use tables. This is the kind of live lobby entertainment that gets pub- 
licity and SELLS TICKETS! 
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Ludwig, who, as Publix Cost Exec- 
utive, has achieved wide personal 
popularity within the company 
and industry, and at the same 
time has achieved a most envious 
record for stopping waste in near- 
ly every single one of Publix’ 1200 
theatres. 

However, if Mr. Ludwig ever 
wins such a contest, it won’t be 
fair, because he doesn’t employ 
the tactics that are common to 
his profession. ; 


Painless Method 

He has a method whereby the 
Publix man nearest to a leaking 
operation is the chap who actually 
discovers and plugs up the leak— 
and gets official credit for the 
prompt and heroic act. \Therefore, 
if he’s ever a candidate in such a 
popularity contest, every one of 
the 25,000-odd Publix showmen 
ought not to vote for him, Mr. 
Ludwig admits. In fact, he ad- 
vises each one to vote for himself, 
and even agrees to pay for the 
loving cup, out of his own pocket. 


‘We are not going to have 
any efficiency experts, or any in- 
dividuals. operating with any 
title whatever, under such pre- 
texts,’ agreed Messrs. Katz and 
Dembow a long, long time ago. 
‘We want to rely on the good 
judgment of the men who are 
doing the job, and to see that 
they are properly encouraged to 
do the kind of progressive job 
that is reflected in increasingly 
better profits —- whether those 
profits come from added ticket 
sales or from refinements in 
operating costs—or both.” 


Suggests Hconomics 
Mr. Ludwig is one of the execu- 
tive instruments through which 

this policy finds expression. 
Whenever a. good idea _ for 
economy or promotion comes to 
light, Mr. Ludwig suggests it in 
every operation where it might 
apply, as the local management 
best sees fit. In that measure, 
he’s an opposition “‘idea-exchange”’ 
to Your Newspaper. If he gets a 
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SALES AIDS! 
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A new line of accessories : 
in the ad sales department of 4 
the Paramount exchanges ; 
can be adapted splendidly to ¢ 
exploitation work. They are $ 
11 by 14 photographs, ten j 
of them in a set, and will be « 
available for each Para- ?¢ 
mount picture in the future. ; 

A. M. Botsford points out ¢ 
that these new photos are if 
far superior to the ordinary ; 
moving picture type of 11 by ¢ 
14’s, which look like cheap { 
advertising. They are black 4 
and white and are suitable *¢ 
for window display and for $ 
lobby frame use, even in de 3 
luxe houses. . 
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bigger following, we’re going to 
merge with his mimeograph-ma- 
chine, and make him an Active As- 
sociate Editor, with permission to 
use our chewing-tobacco, .and 
smoke our pipe. 


To all of the countless Publix 
showmen in the field and in the 
home office who cheer for ‘‘L, J.” 
because he’s helped them to 
achieve a smoother and more sat- 
isfactory operation, Publix Opinion 
adds its own huzzahs, and throws 
in a few banzais and a couple of 
ho-las! Except for not being 
Irish, he’d remind us of a cop 
named Mike Dempsey, whom we 
once knew and loved. Mike never 
carried a gun or a club, and he 
travelled the toughest beat in a 
tough town. 


Force Not Needed 


The kids loved him, and the 
miscreants left his district severely 
alone, because they knew he pack- 
ed a wallop in each foot and fist 
that made a baberuth swing look 
like a love-tap. However, Mike 
seldom socked anyone, because it 
wasn’t necessary. He never had 
to arrest anyone, because most 
people got more satisfaction in not 
making work for him than by an- 
noying him with things they knew 
they oughtn’t do, or that Mike was 
paid to prevent. 


Born in Illinois- 


Mr. Ludwig, whose real name is 
Lester John Ludwig, is a Certified 
Public Accountant who used to 
play hookey from public school in 
Ottawa, Ill., and was such a mis- 
chievous kid that no,one would 
ever have suspected that he’d turn 
into an accounant. However, he 
finally worked his way through 
the University of Illinois, where 
he majored in accounting and poli- 
tical economy, and. had a Bachelor 
of Arts degree tattooed on his 
brow. He has remained a bache- 
lor ever since, much to his own 
dismay. 


He was a public accountant 
when a chap named Wilhelm 
Hohenzollern did something that 
made “LJ” trade his fountain pen 
for an A. E. F. bayonet. 


Began New York 


After the war, he again entered 
public accounting but left to go 
with the Ascher Brothers chain of 
30 theatres in Chicago, which was 
then the largest in the country. 


Balaban & Katz and Lubliner & 
Trinz were forging ahead rapidly, 
and it was-up to “L. J.’”’ to do 
most of the work for certain exec- 
utives who spent their time in 
cabarets and on golf courses. In 
1925 he got a job with the Lub- 
liner & Trinz when B. & K. bought 
out that firm. His. intimate 
knowledge of finance, manage- 


Helen Kane, who “boop boop 
pah dooped’’ her way to success on 
the stage and screen, will be the 
guest entertainer of the Para- 
mount-Publix hour when the reg- 
ular weekly program is broadcast 
over the coast-to-coast network of 
the Columbia Broadcasting Sys- 


tem, Saturday night, April 19, at 
10 o’clock E.S.T. 


The Paramount featured player, 
in addition to singing popular 
numbers of the day, will introduce 
song hits from her forthcoming 
screen vehicle, “Dangerous Nan 
McGrew.” 


Another favorite who will ap- 
pear on the hour is Marcia Freer, 
mezzo-soprano, who will sing se- 
lected compositions with special 
symphonic arrangements. 


David Mendoza, conducting the 
Paramount orchestra; Paul Ash 
and his stage show; Jesse Craw- 
ford at the organ; Paul Small, ten- 
or, and a quartette make up the 
balance of the program. 


Marlene Dietrich, one of Ger- 
many’s outstanding stage and 
screen stars, who was brought to 
the United States to continue her 
motion picture career, was to 
make her American debut on the 
air as guest artist of the Para- 
mount-Publix hour Saturday 
night, April 12. 


With 61 associated stations par- 
ticipating, the initial appearance 
on the air of ‘‘the smartest actress 
in Berlin’? was to be given the 
largest coverage ever attained by 
any regular commercial program. 
Miss Dietrich who speaks English 
fluently; appears with Jannings in 
the English version of ‘‘The Blue 
Angel,’’ and will play in several 
new Paramount productions. 


Radio Talent Popularity 
Contest Stirs Indiana 


Theatre patrons and radio list- 
eners in the vicinity of Marion, In- 
diana, are stirred up over the 
Central Indiana Radio Champion- 
ship Contest, inaugurated by G. 
W. Martin, district manager, and 
A, E. Smith, theatre manager, as 
a feature of the radio show at 
the Paramount there. 


The contest will determine, by. 
process of elimination, which of 
the microphone entertainers in 
that vicinity are most - popular. 
Newspapers are running front 
page stories every day and are 
printing talent application blanks. 


ment, accounting and industrial 
economics was so valuable that 
Mr. Metzler, comptroller of Publix, 
sent for him and made him Pub- 
lix’ Ghief Accountant. This was 
in 1926. 


A few months ago, when Execu- 
tive Vice President Sam Dembow, 
Jr., organized the Cost Control 
Committee, he chose Mr. Ludwig 
as his First Lieutenant and put 
him in charge of anything that 
will mean added profits to each 
theatre without making the em- 
ployees too unhappy. 


OUR BIRTHDAY PARTIES! 
Apul 11th tg Apa (7th 


This week Publix Opinion congratulates the follow- 
ing theatres, which are celebrating their birthday an- 
niversaries with exploitation stunts. 


THEATRE TOWN 

Rialto Elgin, Ill. 
Olympia New Bedford, Mass. 
Imperial Charlotte, N. C. 
Rivoli — Muncie, Ind. 
Granada 


Norfolk, Neb. 


OPENING DATE 


1921 
April 12, 1916 
April 15, 1919 
April 16, 1927 
» | April 16, 1927 


\ 
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DANCE CONTEST) 


IS REVIVED IN 
MINNESOTA 


Reviving the old-time dancing 
' contest, but adding a couple of 
new wrinkles, Advertising Direc- 
tor M. P. Kelly of the Minnesota 
Theatre proved that a good box- 
Office contest is never too old to 
be repeated if it is well-handled. 


Taking advantage of the intense 
rivalry between Minneapolis and 
St. Paul, Kelly pitted two leading 
dance halls, one in each town, 
against each other over a period 
of four weeks, to determine the 
terpsichcrean champions of the 
Twin Cities. 

A series of eliminations brought 
four couples from each city into 
the Minnesota Theatre, first for a 
culling down, and a week later for 
the grand finale. <A $100 cash 
prize was the theatre’s total in-| 
vestment. 


The dance halls, each handling 
7,000 persons weekly, plugged the 
contest nightly over the air and in 
band stand announcements, always 
mentioning the theatre. Twelve 
one-sheets, selling the contest 
from different angles, but always 
including the theatre’s current at- 
traction, were posted at each ball- 
room for the four weeks. Each 
hall had large banners on the con- 
test, and house organs issued at 
both spots devoted streamers, 
stories and cuts to the gag as well 
as to, the theatre . personalities 
tied-in as judges. 

Winners were determined by 
audience applause. This, coupled 
with the fact that semi-finals and 
finals were staged on nights when 
the ballrooms were dark, resulted 
in exhortation by the dance hall 
managements to their cohorts to 
turn out and applaud. Incidental- 
ly, the contest built up so much 
extra business for the dance halls 
that they have already approached 
Kelly on a repeat. 


‘T]O sell the merchandise of the theatre effectively, 
ai so that you will have created a s 


' PROGRAM-PLOTS 


_ EXPLOITING | PERSONALITY! 


eee 


There’s a knack to exploiting a personality. Here’s a record of 


the stunts pulled with Lina Basquette, 


screen star, when she made a‘ 


personal appearance at the Fisher Theatre in, Detroit. She posed with 


a Stromberg-Carlson radio, 


: christened @ plane 
opened a ping-pong tournament, and presented a 


“Vagabond King,” 
band leader popu- 


larity contest winner with q loving cup. All her activities were good 
for newspaper space and tie-ups. Lou Smith of the theatre made the 


arrangements. 


PLAY PING PONG: 


SEMTFINALS 
HERE TODAY 


#23 Winners of Elimination 


ata the Fish 
in Lobby of the Fisher. 
eb BEI Nay: 
it 

ya 


LITHOGRAPHS WINDOWS 


Herman (C., Bamberger of the Ken- |. 


tucky and State Theatres in Lex- 
ington lithographed eighteen va- 
cant store windows on “The Vag- 
abond King.’’ Twenty-five street 
car boards were obtained at no 
cost. j 


“NEW” PIANO FOR $10 


Stuck for a piano for his lobby 
entertainers, Walter C. Benson of 
the Strand in Pawtucket took the 
old unused upright from his pit 
and had it refinished in ivory ata 
cost of ten dollars. : 


litH, 1930 
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. Good Garbo Gag! 


f f 
$ $ 
y eHervie Saloni, porter at ; 
» the Imperial, Pawtucket, ? 
¢ suggested and, with Manager $ 
; J. S. Borenstein, worked out ; 
¢ what District Manager R.'M. 3 
? Sternberg characterizes as $ 
; the most unique ballyhoo he ; 
¢ has ever seen. A placard on é 
~ a large cutout head of Greta ¢ 
; Garbo invited patrons to ask ; 
* the cutout questions about 2% 
4 “Anna Christie.”’ Concealed if 
¢ telephone mouthpiece relay- ; 
* ed questions via head-piece ¢ 
$ to girl in theatre office, who ¢ 
¢ answered them into another $ 
3 mouthpiece connected to a ; 
s loudspeaker hidden behind Ps 
$ the cutout. A radio chassis } 
£ provided. amplification for ; 
4 this simple telephone circuit. { 
¢ Great care was taken to 3 
{ avoid any possible miscon- ¢ 
¢ ception that the voice be- ! 
* longed to Greta Garbo. ] 
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RADIO BEHIND 
“LOCKED DOOR” 


A novel lobby stunt, effected 


through the co-operation of the 


local Victor radio dealers, aided 
Manager Phil. Fourmet of the Ri- 
alto, Denver, Colo., in exploiting 
“The Locked Door.” 


A radio, placed within a glass 
paneled door, created the stimulus 
for public curiosity, Five thou- 
sand keys, attached to a cardboard 
with appropriate copy, were dis- 
tributed throughout the town. The 


{holder of the key that opened the 


door, was presented with the ra- 
dio. The merchants featured fit- 
ting displays in their windows. 


FEATURES NAVAL PARTY 


Exploiting the shipboard party 
sequence in “Hit the Deck,’’ Man- 
ager Clyde Winans of the Madi- 
son, Peoria, had girls in sailors’ 
uniforms distribute ‘invitations’ to 
a party aboard the ‘S. S. Madison,’ 
docked at Main and Madison 
Streets. 1 


FRENCH POILU 
WILL HONOR 
CHEVALIER 


Maurice Chevalier, Paramount's 
scintillant screen star, who will 
shortly be seen in “Paramount on 
Parade’ and “The Big Pond,” will 
be signally honored on Saturday. 
night, April 12th, by the French 
War Veterans of the Great War 
and the French Colony of New 
York. 4 

The organization of French War 
membership of. 
which includes hundreds of forme 
poilus who fought uder the tri- 
color with Chevalier, have select- 
ed the popular screen star as the 
member of their organization who 
has done more than any other” 
Frenchman during the past year 
to solidify friendship between the 
United States and France. ¥ 

_In selecting Chevalier for this | 
high honor the French veterans 
have likened him to Colonel - 
Charles Lindbergh as an ‘‘ambas- 
sador of good will.’’ At the Hotel © 
Pennsylvania tomorrow night May- — 
or Walker, in the presence of le 


Veterans, the 


and artistic worlds of the metrop-— 
olis, will present Chevalier with a 
medal donated by the French War 
Veterans of the Great War. | 4 

‘The medal has been inscribed, — 
“To Maurice Chevalier in appre- — 
ciation of his artistic achievements a 
and his promotion of good, will © 
between France and the United — 
States.”’ a 

The whole idea was originated — 
and: promoted by J. E. McInerney, — 
Director of Publicity and Advertis- — 
ing of the Criterion Theatre. 


ieee eee Tees ; 

To celebrate the opening of — 
“Pageant of Progress’? month, — 
employees of the Paramount, — 
Newton, Mass., held an informal 
banquet, at which full support 
was pledged to Manager J. N. 
Snider, 


(Wheth full-week of splis ke icy, ke ur program-plots fos each k, here. 
features, shore, vriters Teele aus Hoosen Order, distributor, stage “shee, 1 


campaign plans., 
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PERFORMANCES 
ON ALL 
HOLIDAYS? 


Ask these questions of 
every ad, trailer or 
poster: 


“Has it fire?” 
“Has it feeling?” 
“Does it tell enough 
to sell?” 


Are you building 
SUNDAY matinee 
business? (See 
PUBLIX OPINION, 
VoL III, Nos. 10, 12 ) 


Are you building 
SUNDAY matinee 
business? (See 
PUBLIX OPINION; 
Vol-III, Nos. 10, 12) 


/ 


Keep plugging on 
that December 
Profit Drive. 


The showman who 
takes it easy for a week 
as far as selling activi- 
tives are concerned, 
can never make up 


the money that did | 
not come to his box- 


Office. 


How about 
a story for news- 
Papers on what 
Publix hag in store 
for this city next 
_ year? 


Bad-weather 


exploitation? 


DON’T SELL 


YOUR SHORTS 


“SHORT”! 


Is your 
New Year’s 
stunt progressing? 


You Have The 
Merchandise. 
SELL IT! 


NEW YEAR'S EVE 
MIDNIGHT SHOW! 
Extra prices for extra. 
entertainment. (See 
PUBLIX OPINION 
Nov. 7, 1929, for dps.) 


Send a resume to 
Real Estate Depart- 
ment, New York 
office, on growth of 
city, new industries, 
new theatres and any 
public improvements. 


institutional copy to 

have on hand in the 
event of bad health 

conditions in city. ° 
“Pure air and heating 
at a health degree in 
Publix Theatres at all 
times.” 


MANAGERS! 
Send in your 
weekly reports’ 
ON TIME. 


New Year’s Eve 
Midnight Show! 
Special admission 
prices for it, 


Help to stop the 
waste in good, 
repeatable, ideas. 
Tell ’°em TODAY 

_ to PUBLIX 
OPINION (the offi 
cial ‘voice’. and ‘idea’ 
exchange). 


Do you regularly 
check up on your 
sound? 


Geta 
theatre-or circuit 
institutional story 

in your local 
Papers. 


Today is 
Christmas. 
Second week in 
January is usually 
a “slump” week. 


WATCH THESE POINTS IN 


; iB Bees of 
annoying brightness 
in the line of vision of 
the pictures, 


2. Prevention of 
stray light falling on 
the picture sheet and 
reducing its bright- 
hess contrasts. 


DECEMBER — 1930 


you MUST campaign several weeks in advance of your play date 
trong public demand for it when you are read 


Are you planning. 
a New Year’s 
stunt? 


Make sure your 
staff reads ALL of 
‘PUBLIX 
OPINION. 


Keep Plugging 


_ on that December 


Profit Drive. 


END THIS -_ 


-YEAR 
PROFITABLY! 


3. Provision of suf- 
ficient light and ar- 
rangement of lighting 
80 patrons may easily 


‘locate seats. 


4. Provision of suf- 
ficient light sq as to 
discourage undue fa- 
miliarity, but at the 


~ . 9) 
Y to make deliver Ye —A. M. BOTSFORD, General Director of Advertising and Publicity 


| 
a 
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SA’ 
i Got down here WHAT is unfinished f 
6 Music Dept. week and WHO wee asslgried eo tellers thous 
has novelties 


and “Shorts” for 
All Holidays! _ 
Ask For Them! 


END 
' THIS YEAR 
PROFITABLY! 


END THIS 
YEAR 
PROFITABLY! 


THIS YEAR 
PROFITABLY! 


your theatre 
end the year 
Profitably? 
WHY? 


INTERIOR LIGHTING— 


same time not too 
much $0 that patrons 
are distracted by the 
movements of others. 


5. Arrangement of 
the lighting and color- 


ing so that the the | 


atre appears best for 
every occasion. 


/ 
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various: musical effects. 


+ GET’EM 


TRAILER STRIP 
AVAILABLE 
WITH MUSIC 


Trailer strips will. will now be avadil- 
able with sound tracks. 

Realizing the necessity 
maintaining consistent sound and 
musical effects throughout every 
show, Boris Morros, general music 


- director, announces the inaugura- 
: tion of a service designed to elim- 
inate silence during the showing 


of date strips, institutional trail- 


ers, and special announcements. 


The Music Novelties Division of 


the Music Department has prepar- 


ed 33 different trailer strips with 
In some 
cases a fanfare announces the 


_ coming attraction, in longer strips 


there are several measures of ap- 
propriate music played by full or- 
chestra, These, to be ordered by 
number, will be supplied to thea- 
tres at a cost of 10 cents per foot. 

In addition to standard strips, 
the Music Novelties Department 
will make and prepare - special 
trailers according to individual de- 
mands. It is at present planned 
to extend the service to include all 
institutional trailers. Prices for 
the special trailers will depend on 
the material ordered. 

E. H. Kleinert of the Music 
Novelties Department is in charge 
of distribution of the strips which 


are to be ordered by number from 


the department at the Paramount 
Building in New York. | 
The complete list of strips and 
their numbers follow: 
1—Next Sunday and Monday 
2—Next Sunday, Monday and 
Tuesday 
3—Next Wednesday and Thurs- 
day 
4—Next Friday and Saturday 
5—Next Tuesday, Wednesday | 
and Thursday 
6—Next Saturday, Sunday, Mon- 
day and Tuesday 
7—Next Wednesday Thursday 
_ and Friday 
8—Next Tuesday and Wednesday 
9—Next Thursday and Friday 
10—Next Saturday Only 


ree 
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CHECK MATE! 


The self-appointed keepers of Saale morality, and dictators of 
what they consider good taste found an excuse in the recently delivered 
speech of Will Hays to deliver a few blows aimed below the belt. 
The reproduction below is from the editorial columns of the New York 
W orld, formerly one of the largest and most influential papers in the © 
country. The answer, printed the following day in the correspondence 
section of the same, paper, is from Carl E. Milliken, secretary of the 
M.P.P.D.A. Watch out for anything like this in your community. If 
you get wind that it is about to occur notify the Hays Organization 


11—Next Wednesday, 
Friday and Saturday 

12—-The scenes You Have Just 
Witnessed Are From the Picture 
To Be Shown in This Theatre 
Starting Next Sunday 

13—The Scenes You, Have Just 
Witnessed Are From the Picture 
To Be Shown in This Theatre 
Starting Next Friday 

14—The Scenes You Have Just 


Thursday, 


Witnessed Are From the Picture | 


To Be Shown in This Theatre 
Starting Next Wednesday 
15—The Scenes You Have Just 
Witnessed Are From the Picture 
To Be Shown in This Theatre 
Starting Next Tuesday 
16—One Week Beginning Next 
Friday 
17—The Scenes You Have Just 
Witnessed Are From the Pic- 
ture To Be Shown in This Thea- 
tre Starting Next Saturday 
18—Opens a Three Day Engage- 
ment at This Theatre Starting 
Wednesday 
19—Opens a Four Day 
ment at This Theatre 
Saturday 
20—Opens a Seven Day 
ment at This Theatre 
Saturday 
21—Opens 
ment at 
Sunday 
22—-Opens 
ment at 
Tuesday 
23—Opens a Two Day 
ment at This Theatre 
Thursday 
|24—-From the Attraction Which 
Will Be Presented at This Thea- 
tre For One Day Only—Satur- 
day ; 
25—Opens a Three Day Engage- 
ment—Starting Sunday 
|26—Opens a Two Day Engage- 
| ment—Starting Wednesday 
27—Opens a Two Day Engage- 
ment—Starting Friday 
28—Opens a Four Day Engage- 
- ment—Starting Wednesday 
29—Opens a Four Day Engage- 
ment—Starting Saturday 
| $0—-Opens a Three Day Engage- 
ment—Starting Wednesday 
31—Opens For One Week— 
Starting Saturday 
32—Opens a Two Day Engage- 
ment—Starting Sunday 
33—Opens a Three Day Engage- 
ment—Starting Tuesday 


Engage- 
Starting 


Engage- 
Starting 


a Two Day 
This Theatre 


Engage- 
Starting 


a Two Day 
This Theatre 


Engage- 
Starting 


Engage- 
Starting 


—— 


QUESTIONS 


1. What types of splices are 
defective and why? 

2, What steps must be taken 
to insure fire-safety in the projec- 
tion room? 


ANSWERS 


1. a) Splices so wide that 
they cannot follow the curve of 
the roller. Splices with this de- 


O10- OO 0-10 O01 0-101 © +0+- ©0010: S100: O-+8+-O-0° 
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QUICK! 


HE Home Office ware- 

house has a quantity of 
last year’s annual Para- 
mount-Publix edition of ‘‘Va- 
riety.’’ You should have one 
in your office or theatre li-: 
brary, because the book is 
packed with institutional 
facts about the policies and 
personalities of both Para- 
mount and Publix, as well as 
the industry at large. 

Don’t wait! Write today 
to L. L, Edwards, Care Pub- 
lix Home Office and he’ll 
send you one. First come 
- first served—and remember 
—not more than two copies 
will be sent to each person 
who writes. 

A quantity of Reminder 
Oalendars also remain. Write 
for several if you can use 
them. 
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MANAGERS’ SELF QUIZ! 


Projection 
Nae Se % oc questions appearing below are designed as a self- 
quiz for all anxious to improve their standing in show- 
manship through self-education. 
those things you do not know. Don’t lose out through 
indolence—the motion picture industry is progressing too 
rapidly for stick-in-the-muds! 


Get information on 


fect will be carried through the 
top rollers and through the inter- 
mittent, but will run off the bot- 
tom roller leading to the maga- 
zine. Several frames will be dam- 
aged before the idler will set the 
film back on the sprocket. On the 
screen, the defect will show up as 
a bad jump. 

b) Splices which have been 
scraped too much, which have been 
fastened with too much cement, 
or those having both defects. The 
film will buckle resulting in the 
same action described above. 

ce) Splices' which have been 
mismated so that sprocket holes 
do not register. As the sprocket 
passes over the top roller, the 
teeth will enlarge the sprocket 
holes. The film will remain on 
the teeth as it passes over the in- 
termittent roller but there will be 
a slight displacement resulting in 
a jump. on the screen. At the 
take-up it will run off the roller 
causing damage to several frames. 
A defective splice will break oc- 
casionally at the intermittent, in- 
terrupting the run of the reel, and 
showing on the screen a flash of 
burning film. 

2. Pail of water and pail of 
sand must be on the wall ready 
for instantaneous service. The 
pyrene extinguishers should be 
handy to each projector. The fire 
drops and shutters should be clos- 
ed every night and tested periodi- 
cally. Film when not in use 
should be kept in metal contain- 
ers with air holes to prevent the 
accumulation of explosive gases. 


thru the proper Publix channels. 


ESE apnisiep: ‘BE Y JOSEPH PULITZER. 
era HERBERT PULITZER, President, 63 Park Row. 
“AEF. 1. WHITE, Vice President, 63 Park Row. 
fy F. BRESNAHAN, 2U Vice Pres., 63 Park Row. 

M.ALEXANDER,. 2d ViceTres., 63 Park-Row? 
babA.S. VAN BENTHUYSEN, Treas., 
REDOSEPH PULITZER, Secretary. 


63 Park Row. 
63 Park Row. 
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SUBSCRIPTION RATES. 
One Year Six Months One Mong 


BRANCH OFFICES. 
WASHINGTON’ Kellogg Bu 
Ing 1422 F St. 
CHICAGO, Tribune Tower. e 
DETH OT. General Motors Bi 
FRANCISCO. Kohl Bui 


ps W. 42d St.. west 


p92 7th Ave., neat 
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THE HAYS CODE \ 
To the Editor of The World: | 

The World April 2 did not credit, | 
sincerity to the twenty motion-pic- | i 
ture ccmpanies- ‘which after much 
care and thought signed the new pro- 
duction code for motion pictures. I 
believe. that accomplishments -of 
merit can be effected even without 
the approval of The World, although, 
of courst, I regret that you yhave 
chosen this serious effort of a major 
industry as a topic for that brillant 
cynicism which uesn anes: Your | 
editorial page. 

There are two couatderabie errors 
of fact in the editorial to which J| 
| shoula like to call your attention. / 
= In the first place, the new produc- 
$R3 ‘tion code is not something handed 
: down by the executives of the East. 
Its provisions were discussed over -a 
period of a year. They were devel- 
Joped, concluded and unanimously 

agreed upon in Hollywood ‘by the 
i Istudio executives, the men who at- 
@\itually make motion pictures, before 
the matter was brought to the Board 
Sel of Directors of the Motion Picture 
mi Producers and Distributors for final 
Mei ratification.. It was. actually signed 

tS by the executives on Feb, 17, 1930, 
Vand ratified by the board at the an- 

nual meeting held on Monday. 

“i whe other error of fact is a curious 
#stone. The weekly atteridance at mo- 
EEtion-picture theatres in the United 

REstates in 1929 was 115,000,000, not 

5,000,000. This comyares with 6 

SEveekly attendance in 1922 of 40,- 

00,000. The audience has virtually. 

(Mrebled in eight years and such an 

 Bindorsement trom -‘the - American 

e Beople could only have come to 4] 
4 product essentially wholesome. 

call your attention to the follow- 

list of, motion*pictures showing 

selected list of ex- 
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FASTER SHORT 
WILL GREET 
PATRONS 


Publix will greet its patrons on 
Easter with a colorful novelty in 


which the voices of a large mixed 


chorus blend harmoniously with a 
sumptuous cathedral scene and 
charming scenes of the Holy Land. 
Stationed in the organ loft of the 
cathedral, the chorus, in the garb 
of monks and choir boys sings 

“Kamenoi-Ostrow” accompanied 
by the rich tones of the organ. 


During the opening credits, 
there is a simple Easter scene. 
Flowers of the season are ranged 
in a row under a window in a 
medieval stone wall, while 
through the window can be seen 


‘| would find.them little concerned about the things 
‘which bother Brother Hays and deeply eoricerned 
about the things which he, as a go-getter and\ 
fixer, will never comprehend. 

is real evil of the movies arises out of thei 
fact! that a motion picture is such a very expen- ? f 
[sive thing to make. Because it is so expensive itis 
must make a wholesale appeal. Because it pee 
make a wholesale appeal it has to be produced by; 
Tagnates. Because it is produced by magnates it 
éxpresses the Spence ae the code bene 


pane ‘the’ talents whith it hires, and! 1 
more ¢ ito. “undérmine taste and custom and’ @, 
poptlar integrity than schools; universities and, —_ 3 
churches gan hope to.restére, e 


i te= Men 


bee abeha rs 


: 


i 


are to-aay In this pr 
. “Song o’ My: Heart,” John McCor- 
mack; .“The’ Man Frori Blankley’s,” 
John ‘Barrymore; -“The Vagabond 
K'ag,’ Derinis King; “The ” Rogue 
Song, ” Lawrence Tinbett; “Mammy,” 
Al- “Jolson; “The Green ~ Goddess,” 
George Arliss; “Disraeli,” George Af- 
liss; “Anna Christie?’ Greta Garb); 

“3e Case of Sergeant, Grischa,” Ches- 
tér Morris. - 
- You .may~ be very sure that. with 
such a product before its public the 
motion-picture ‘industry worked out 
the. code and announced it without 
any thought of apology- -or ‘defense for | 
\pictures. The code 4s simply a set 
of standards to help us meet the 
widening possibilities due to the ad- 
vent ot sound. We consulted various 
leaderships in the making of it. No 
attack from anywhere influenced it 
‘tn ithe least and we have been, of 
course, free from any of the fears 
which The World seems to think mo- 
“tivated us. 
: Neither do I chave the fear that a 
‘concerted effort to keep 2a high stand- 
ard of production. before us will stifie 
the swiftest growing-art in the ae 

ory of the-world or impair the vy, tal- 
eee greatest. “democracy: “ens” 
\tettginment~ the | human race has f 
ikndws. The purpoae of the code is 
to Siena further and preserve that 

“fhe limitations are those of |: 
see taste and common decency only |{- 
The code- recognizes limitationg in- |” 
herent in pictures by reason of their 
universal appeal and shall continue 
go to recognize such limitations. 
| We made the code public because 
westhought it was of public interest 
and for no other reason whatsoever. 
ff we had not done, 50 Wor'd 
would doubtless have susp cted us 
of dark” and surreptitious endeavor. 
- CARL E, MILLIKEN, 

{Secretary Motion Picture Producers 
4 and Distributors of America, Int, 


En eee ee eo ay 


the steeple of the church. The 
beautiful chant begins. Then fol- 
lows a shot of the vast interior of 
the cathedral, its beautiful stained 
glass windows filling the interior 
with a soft, radiant light. The shot 
changes to a night scene outside 
the city of Jerusalem, with a Par- 
ish blue sky for a background, a 
herd of sheep in the foreground, 
and in the distance, the walls and 
buildings of .the city gleaming 
white. 


Then a fade-out and fade-in to 
the choir in the organ loft. The 
singing grows louder, the organ 
tones swell, and a full voiced finale 
is reached. 


-The subject entitled ‘Easter 


Greetings” is a production of the 
Musical Novelty Department and 


was made under the direction of. 
| Boris Morros, 


Bookings are to 
be made through district bookers 
or through E. H. Kleinert of the 
music department at the Home 
Office. 


|ravishingly beautiful 


ll 


ICHATKIN WIRES 


ON “PARADE” 
& “TEXAN” 


From the Coast, where General 
Director of Theatre Management 
D. J. Chatkin is engaged in an 
inspection tour, comes a hot wire 
on “Paramount on Parade’ and 
“The Texan,’ previewed there. 

“Just saw ‘Paramount on Pa- 
rade’ complete with all technicolor 
sequences and new Bow number,” 
wired Mr. Chatkin, ‘and _ it’s 
everything everybody said about 
it at our Chicago meeting. It’s 
the last. word in entertainment and 
if properly sold should do top 
grosses. There is not one number. 
in this entire picture that is not- 
outstanding; it is a picture we can 
all be proud of. 

“Clara Bow’s number is simply 
great. Some think it is the best 
number in the picture and it is 
certainly one that will cause 
nothing but delight among the 
legion of Bow fans. Clara is in- 
troduced by Jack Oakie and Skeets 


|Gallagher, then sings ‘I’m True to 


the Navy Now,’ in which she is 
joined by forty-two sailors. She 
sells a song like no one else I have 
seen on the screen, and when you 
see it you will easily understand 
why B. P. Schulberg says she is 
able to put over a song as did the 
great Anna Held. This number 
was the final thing necessary to 
make ‘Paramount on Parade’ an 
air-tight box-office show. With 
Bow certain to be a sensation it 
now has everything. 

“Topping one hit with another 
is a tough job but I believe it has - 
been done. ‘The Texan,’ produced 
as companion picture to ‘The 
Virginian,’ was previewed last: 
night and proved to be a distin- . 
guished, outstanding, sincere pic- 
ture which should not only be a 
sensational box office success but 
should win critical plaudits every- 
where. Gary Cooper is every bit 
as good as in ‘The Virginian’ and 
possibly better. Opposite him is 
Fay Wray, who was never more 
and who 
gives a splendid performance. 
Much credit for general excellence — 
of the production is due Director 
John Cromwell. Picture has dra- 
ma, outdoor sweep, comedy, sur- 
prise and romance, and the au- 
dience loved it.’* 


“CHANCE WEEK” 
SELLS PICTURE 


An unusual bit of exploitation 
on a “Take a Chance’ Week was 
recently put over by a Pittsburgh 
exhibitor. 

A college student, who worked 
for the theatre as doorman, was 
stationed in street clothes at a 
prominent corner during a rush 
hour. He had a satchel full of 
five dollar gold pieces, and was 
offering them to passers-by for 
$4.69. Attracted quite a crowd, 
but made no sales, Refusing to 
move on for the police, he was 
taken to the station, where he 
gave as his name the one used by 
the lead in the current attraction. 
Released on bail, the whole thing 
was revealed as a publicity stunt. 

Story made every daily in the > 
city, papers playing up the skepti- 
cism of the public in refusing to 
take a chance on the five dollar 
gold pieces. 


Ballyhoo and Contest With _ 
Car Labelled “Garbo Talks” 


Garbo talks 102 times! Sounds 
odd—but it only explains the win- 
ning solution of a novel guess- 
ing contest used in conjunction: 
with the showing of “Anna Chris- 
‘tie’ at the Publix Strand, Brock- 
ton, Mass. 

An automobile, plastered with 
“Garbo Talks—Strand Theatre,” 
was driven through the town, ac- 
companied by an usher who dis- 
tributed estimate blanks and gave 
sales talk on merits of the picture. © 
Winners received guest tickets and 
rebate on purchase of any car sold 
by local dealer, (who supplied bal- 
lyhoo car). Manager Walter B. 
Rose says the stunt was very ef- — 
fective in selling Miss Garbo’s first. 
talking picture. 
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The Official Voice of Publix 


YOU HAVE THE 
MERCHANDISE 
SELL IT! 


YOU HAVE THE 
MERCHANDISE © 
SELL IT! 


pinion 


Publix Theatres Corporation, Paramount Building, New York, Week of April 11th, 1930 No. 31 


Vol. III 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
. trade papers for it, too! 


LENGTH OF FEATURES 
Foot- Runn’g 


Make age Time 
RKO 5815 65 min. 


Columbia 8840 
United Artists 6525 73 min. 
MGM 


5875 65 min. 
Congo Pict., Ltd. 7300 81 min. 
Swell Head—7 reels (AT) ‘Tiffany 


5880. 65 min. 
Murder Will Out—7 reels 
T fi First National 6030 


( 6250 


Subject Character 


Framed—7 reels (AT).... 


Ladies of Leisure—10 reels 
AT 98 min. 


Redemption—7 reels (AT) 
Ingagi—8 reels (AT) 


67 min. 


70 min. 
(AT)—AI1-Talking 


LENGTH OF TALKING SHORTS 


: WARNER 
Isle of Escape (Trailer) 


PATHE 
Spills and Thrills (Sportlight) 
COLUMBIA 


: INDEPENDENT | 
White Cargo (Trailer) 


Length of Synchronous Shorts 
Dixie Days (Fable) 


SCREEN CLASSICS 
Forty Winks (Felix cartoon) 


Length of Non-Synchronous Shorts 
PARAMOUNT 
News No. 71 
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Page Col. 
MERCHANDISING 


Second Quarter Campaign 


Circuit Records Crash, 
Early Reports Indicate 


f = é Contest Spurs Showmen 


_ Page Col. 


Weekly Radio Program.. 9 5 
Trailer Strips Available 
With Music 


00.0. 


NEW YORK 
PROGRAM | 
PLOTS * 


Week Beginning April 11th 
New York Paramount : 


. Prelude ; 
. Paramount News 


to Action 
Storm Proves 
Showmanship 


PROJECTION ROOM ADVICE 


‘Sound’ Information 
by Dr. N. M. LaPorte 8 
Managers’ Self Quiz 
Projection 


Indiana 


Special Pictures 


With Byrd at the South 
Pole GENERAL INFORMATION 

Important Hold Surplus 
Tickets 

Check Cooling Plants at 
Once 
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We’ve got the gun—our efficiently operated organization, and we've got the ammunition—product with more box- ip 
office appeal than anything we have ever known! Let’s go after big game! It’s just as easy to shoot a lion as to | 
—SAM DEMBOW, Jr., Executive Vice-President, Publix Theatres Corp. | 
— Publix Opinion 
Published by and for the Press Representatives and Managers of 
PUBLIX THEATRES CORPORATION Forty-three Publix theatres 
now are operating under the name 
of Paramount Theatre. Two more 
A. M. Borsrorp, Dr. Advertising ‘Benj. H. Serxowicu, Editor | soven others aren the process of 
The Paramount at Salem, Mass., 
VW 
BACKED BY THE BIBLE! |s'cnmcneret 18 and tee one 
Strand, will reopen in May. Those 
under construction are in Kanka- 
sive and often prophetic reporting of the news of show business Texas; Lynchburg, Va.; Helena, 
has justly earned for Variety the name of “the Bible of Show aoe ole ae foe, wed ie 
that any comment would be superfluous. mount Theatres are distributed as 
Published every week, its pages reflect the most important | follows: The Girl Said No (Trailes)...... 
happenings in the entertainment world during that period. The} Alabama: Montgomery. ie dele + 
one, represents what, in the opinion of its veteran and per-|San Francisco. Hot D 
spicacious editors, is the most significant and far reaching event 5 Colorado: Denver and Colorado 
that has happened that particular week. Publix Opinion notes | "P*nss- 
1930, the lead story, in recording an actual news happening, Rel a oe ad — 
brings conclusive authenticity to the repeated contentions and a oir ge : ee ei 
admonitions of Your Editor who, since the beginning of this pare Otis ied eres 
publication, has been constantly pointing out the substantial Fort Wayne and Hammend. 
dependence of merchants upon the theatre. If you don’t believe Iowa: Cédar Rat ; 
: 3 f : fe ee pids, Des Moines 
it, look through your back issues. For instance, in 1925; tHe land Waterloc. 
Nov. 10, page 2; in 1929, the issues of May 25, page 12; Sept. 14,] Massachusetts: Needham, New- 
pages 5, 7 and 12; Nov. 24, page 4; Dec. 6, page 12 and numer-|ton, Haverhill, Springfield and 
ous other references. Lynn. 
Misery,” relates how Iowa business men, insisting that lack of Minnesota: St. Paul. 
_ entertainment is driving people away from home towns, demand - oe Joplin and Spring- 
theatres and amusement. The business men of one town ac- | fe! 
3 : N York: N York City, 
theatres there. Young people migrated from towns without Brouwer, ‘Gyuanive, Beeeariil gaa 
theatres, they ascertained. Stapleton, Staten Island. | 
There is a peculiar twist in human nature which causes one frites uae We 
z ; Or : Portland. 
relative or other true well wishers but to regard as profound Bhoas isiaia: Newport: 
wisdom and eagerly follow even the casual comments of a per- 
fect stranger. It is the earnest hope of Your Editor that, backed |and Provo. 
now believe his statements and will rush the Variety story to Wesgigs Cece ae 
the attention of local merchants, Chambers of Commerce, news- 
paper publishers and civic leaders, thus making easier your job 
It is easy to be pleasant and courteous when dealing with 
the intermittent handful of people which one casually encount- 


| shoot a rabbit with artillery of this caliber and with the marksmanship our showmen are capable of displaying. 
SAM KATZ, President 
will open within a few weeks and 
will open on April 19, and the one 
More than twenty-five years of honest, astute, comprehen-|kee, Ill; El Paso and Abilene, 
Business.” Its reputation and prestige are so well established |  tyouses now Secratineg de Bard 
M 
“lead story,” or the one with the heavy banner heading on page! California: Los Angeles and Casualties 
with extreme pride and satisfaction that in Variety of April 2,| Connecticut: New Haven. 
Indiana: Marion, Anderson, 
issues of April 30, page 4; May 14, page 4; Sept. 8, page 6;| Maine: Fort Fairfield, 
The Variety story, under the caption of “Blue Noses Make | Michigan: Detroit. 
tually made a petition to a theatre circuit to build one of its eee Cay 
Ohio: Toledo, Youngstown, 
to blandly disregard the advice of a father, mother, brother, 
Utah: Salt Lake City, Ogden|-? 
by the authority of the great Bible of Show Business, you will| Washington: Seattle. 
of showing a good profit on your theatres. 
ers in the course of a day’s business. But when one’s business 
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by Bruce Gallup 


is to be constantly pleasant and courteous for eight consecutive 


hours to thousands of people pouring by in steady streams, 
then the job isn’t quite so easy. Yet, aside from the attraction, 
there is not a single factor which is more important in a theatre 
—the center of enjoyment and entertainment—than the,creation 
of that pleasant atmosphere of cordiality and welcome upon 


which rests the success of Publix. 


Quick, efficient handling of crowds is not enough, if it is 
done with the cold, heartless, machine-like precision of steel 
robots. It is that which engenders in the patron, the feeling of 
being up against an impenetrable stone wall of rules and regula- 
tions and causes grumbling, scowls and impatience in the hold 


cut lines. 


All this irritation, unpleasantness and misunder- 


_ Standing can be dispelled, as if by magic, by just a touch of 
humanism, good nature and sympathetic patience. igs 
3 If you owned the theatre you work in, and you were to 
stand all day in the lobby, you may be certain that every. patron 
would be greeted with an appreciative courtesy and warmth. 
Those of us in Publix who are striving toward the success 


exemplified by the owners of theatres and circuits would do 
_ well to follow some of their tactics, oe 
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. Sound Trailer on ‘‘Light of 
Western Stars’ and Helen ( 

. Organ Concert—Crawford... (7) 

. Publix Unit—Paul Ash, Bo- 
rah Minnevitch 

. “The Benson Murder Case’’ 
—Paramount .....:..... 2+. (64) 

. Fire Bugs—Paramount Talk- 
artoon 

. Trailers 


IU 


135 minutes 


Brooklyn Paramount 
. Prelude 
. Paramount News and Sound . 
Trailer on ‘‘Light of Wes- 
tern Stars’’ ee : 
. Organ Concert—Earl Abel.. (5 
- Publix Unit—Vallee . 45) 
. “The Benson Murder Case’’ 
—Paramount (64) 
. “Autumn” — Columbia Car- 
toon ..... Sra eve sistas eG Lis ean rf) 
. Trailers 2 


AAA 


: Rialto Theatre 
“Hell Harbor’’—Third Week. 
Rivoli Theatre. 
“Puttin’ on the Ritz’’—Second Week 
Criterion Theatre 


“The Vagabond King”—Ninth Week: 


Reviews of ‘Shorts’ 
by Louis Notarius .... 
Young Man of Manhattan 
The Locked Door... 
Paramount on Parade... 
Also 


aa 
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Crmerpo mon 


Special Stunts 


Hot Weather Campaign.. 
Lobby Singer as Bally-hoo 
Publix, Booster Weeks .. 


Poe ib 
i i ees 
Orotes oO 


Railroad Depot Serenade 7 
Double Page Co-op Ad... 7 
Ping-pong Tournament..: 9 
Radio Talent Contest .... 9 
Minnesota Dance Contest 10 
Unique Garbo Ballyhoo.. 10 
Boston Boat Show 10 
Poilus Honor Chevalier.. 10 
Exploiting Personality... 10 


MUSIC 


Model Music Booth ...... 6 
New Publix Discs .. 8 
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N..V. A. Drive Details. . 
Also 


Outlines 
Significance 
Medical Kits Supplied to 
~All Houses 
Meet the Boys 


1 
3 
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Proper Lights for Theatre 
L. J. Ludwig’s Biography 
Sales Aids 

Theatre Birthday List ...; 

December Forecast Calen- 
dar 

Attack and Answer on 
Hays Code . 

Get ’Em Quick. 
Varieties and Reminder 
Calendars 

Editorials 

Fifty Theatres Named 
Paramount ....... Sa es 

N. Y. Program Plots .... 

Length of Features .... 


GENERAL NEWS 


-Mr. Katz _ Addresses 
Graduates ; 
29 Graduates Assigned to 
Posts ai ; 
Assignments © 
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